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ELFAIR- 


UALLTY LUMBER 

a al 
There's a DELFAIR floor for every job— 
STANDARD STRIP . .. in regular grades and 
sizes—DELFAIR PREFINISHED . . . for last- 
ing floors with built-in beauty—PLANK AND 
PARQUETRY .. . for unusual charm and 


distinction. 


D 
Q 


Yes, when it comes to hardwood flooring, 
you can always depend on DELFAIR. 


D. L. FAIR LUMBER COMPANY 
Louisville, Mississippi 


Please send me your new color folder, “When It 
Comes to Hardwood Flooring”. 


Factory home of DELFAIR Hardwood Flooring 
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fair wages and profits to all who serve in the industry. 

2—Coordination of all production, marketing, research and professional activities 
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products—including the functions of the manufacturer, wholesaler, retailer, architect, 
realtor, contractor, mechanic, financier, association official and public servant. 

3—Identification of the building products merchant as a central headquarters for 
the industry's consumer selling activities in the local community. 


eo ‘ubscriptions. 4—Perpetuation of the American ideal of a free people as the basis of a more 
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Rubberset’s SBawags Pressure Rollers 


TRADEMARK 


feed themselves ... roll 40% profits in to you! 









Here are two great new profit-makers for you! 
They’re Rubberset’s FLO-MATIC Pressure Rollers 


that give painters a 100% new, clean, easy, 
drip-proof, splash-proof method of painting . . . 


























THIS IS FLO-MATIC 
ROLLER MODEL H-1:; It 
needs neither hose nor pres- 
sure pot because it carries 
its own paint supply and 
pressure in the high. 
strength aluminum alloy 
cylinder which also serves 
as a handle for the tool. 
Takes only seconds to fill, 
lets your customers paint 
continuously without bend- 


ing or dipping or refilling! 











And give you 40% profit when you sell at sug- 
gested list price! 













Painters eager to own these helpful tools 
“How soon can I get them? I need them on the job right 
now!”’ said painters and contractors when they saw 
how FLO-MATICS perfurmed in demonstrations. After 
all, if you were a painter, wouldn’t you »-+ the tool 
that makes your job so much easier? 











Powerful advertising promotion, too! 
Month after month, two-page spreads in every leading 
painter’s and decorator’s magazine will show your 
customers how FLO-MATIC Rollers work for them. 
They'll ask you to show them more. 









Cash in on this profit opportunity 
Big profits because FLO-MaTICcs are big items! So be 
the first in your area to sell FLo-matics, the first to 
cash in! Mail the coupon today for complete informa- 
tion or see your supplier. But quick! 













LOOK AT THE PROFIT FLO-MATIC ROLLERS GIVE YOU 


LIST PRICE } LIST LESS 40% | YOUR PROFIT 


P-1 FLO-MATIC Roller $29.50 $17.70 $11.8¢ 
With Tank and equipment 69.50 41.70 27_— 




















1.90 






















H-1 FLO-MATIC ROLLER 29.75 17.85 1.20 
Replacement sleeve for P-1 model 3.00 1.80 1.00 
Replacement sleeve for H-1 model 2.50 1.50 | 
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LUMBER DEMAND 
STRENGTHENS 


July Ist marks turning 
point of 1949 decline 


The lumber industry is showing 
a “marked improvement” in re- 
cent weeks because of the upswing 
in construction work. 

The Lumber Survey Committee 
reports output in the second quar- 
ter of this year at 8,122 million 
board feet. This is a 16.5% in- 
crease over the previous quarter 
but 11.3% under the 1948 second 
quarter. 

The committee predicted the na- 
tion’s lumber consumption in third 
quarter would reach 9,063 million 
board feet, compared with 8,445 
million board feet in the second 
quarter and 6,740 million board 
feet in the first quarter this year. 

The group is composed of indus- 
trial and government experts who 
report their findings periodically to 
Secretary of Commerce Charles 
Sawyer. Committee chairman is 
Richard Colgan, Jr., executive vice 
president of the National Lumber 
Manufacturers Association. 


MASONITE STRIKE ENDS 


Five month walk-out ends in set- 











rates and grants two additional 
paid holidays, making a total of 
four. 

Part of the union’s demands was 
for 48 hours pay for 40 hours 
work, plus an increase of 18% 
cents an hour across the board. 

The new agreement provides for 
a normal work week of 40 hours. 

Mr. Holland said that, in addi- 
tion to the company’s policy of lib- 
eral pay, Masonite for many years 
voluntarily has provided free hos- 
pital and medical facilities for all 
employes and their families. Life 
and disability insurance is carried 
at company expense. Two-thirds of 
the cost of a liberal pension plan 
is paid by the company. Children 
of employes are eligible for col- 
lege scholarships offered by the 
company. 

The hardship brought to em- 
ployes, as well as the Laurel com- 
munity and the state, could have 
been avoided, Mr. Holland said, if 
the union leadership had gone 
along with the company’s proposal 
to continue working while negoti- 
ating. 

















RESEARCH PROGRAM FOR 
STRUCTURAL CLAY PRODUCTS 


Five year program of 
SCP announced by Institute 


The million-and-a-quarter dollar 
research program for the brick and 
tile industry will get under way 
officially next month, it was an- 
nounced recently by W. J. Good- 
win, Jr., president of the Struc- 
tural Clay Products Institute. 

“The first meeting of the newly- 
elected Board of Research Manage- 
ment will be held in Chicago on 
September 27 at the La Salle Ho- 
te‘. At this meeting, 18 manufac- 
turers among the subscribers to 
the research fund who have been 
elected to represent their regions 
on the Board of Management, will 
discuss the organizational setup of 
the new research group,” Mr. 
Goodwin stated. 

The selection of an outstanding 
research authority in the building 
materials field to be the program’s 
Director of Research, will be top 
subject for discussion. 

American and Canadian brick 





ESTIMATED NEW CONSTRUCTION ACTIVITY IN THE 
UNITED STATES — 1949 AND 1948 


(Subject to Revision) 
(Millions of Dollars) 


tlement on original company offer 


Marking the end of a strike that 
had lasted 152 days, approximately 
2,500 hourly rate employes of Ma- 
sonite Corporation’s hardboard lel r = 
manufacturing plant at Laurel, a _— noi | 
Miss., began returning to their stil — 7 
jobs early Tuesday afternoon 1,913 1,745 = 1,874 

Eugene Holland, president of the Residential (nonfarm) _ 700 600 707 3,570 3,964 
company, said in Chicago that this Nonresidential structures . 271 268 321 1,865 1,961 
action followed acceptance by the Industrial ........... 73 76 110 630 822 
union of a new agreement contain- Commercial . . 92 92 124 582 673 
ing substantially the same provi- Educational 2\ 20 2 142 118 
sions offered by the company last Hospital & Institutional... 17 15 10 90 66 
April. Failure to reach an agree- Recreational ......... 23 22 20 142 100 
ment prior to expiration of the Religious 30 28 2\ 183 106 
old contract led to the walk-out on Other Nonresidential .... .... 15 15 15 96 76 
Apri! 1. Bargaining agent for em- a aren ek. 60 50 81 220 281 
Ployes is International Woodwork- Utilities . 321 314 1,927 1,736 
ers of America, affiliated with 37 36 34 217 197 
CIO. Telephone & Telegraph. . 66 62 65 396 412 
_ The new agreement calls for an Other 223 215 «1,314 «1,127 
Increase of 2 cents an hour iin job 506 451 2,771 2,091 


First 7 First 7 
Months Months 
1949 P/ 1948 


10,353 10,033 
7,582 7,942 
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Mean EXTRA Quality 


Deniston nails have been sold 
with complete customer satisfac- 
tion since 1926. Builders find them 
the best nails available 
for applying corrugated 
sheet steel — aluminum 
— slate or tile roofing. 
Sell your customers the 
best in nails ... Sell 
Deniston Nails. 


PALLET NAILS 


Drive screw pallet nail 
holds like a screw with 
a powerful unyielding 
grip. 21/2" long x 10 ga., 
cement coated for extra 
holding power. Packed 
100 lb. kegs. 





LEAD-SEAL DRIVE 
SCREW NAILS 


Lead is under head and 
down shank — hammer 
blow cannot knock it off. 
When nail is driven, 
hole around nail and 
sheet is firmly sealed 
with lead. “Bump” on 
shank prevents nail 
from working out and 
triple locks nail, lead 
and sheet permanently 





together. 
2 GALVANIZED OR 
PAINTED ROOFING 
| NAILS 


A superior type of hot 
galvanized drive screw 
7 nail for composition roof- 
ing. Rolled after gal- 
vanizing insures shank of deeper, 
cleaner, sharper thread that gives 
a full turning action to nail and 
maximum holding power. 


Write for FREE samples and com- 
plete information about these fast 
selling nails. 





THE DENISTON COMPANY 


Manufacturers of Quality Nails Since 1926 
4854 S. Western Ave. 


Chicago 9, Ill. 








and tile manufacturers have sub- 
scribed $250,000 a year for the es- 
tablishment of a long-range, in- 
dustry-wide research effort, di- 
rected mainly toward end-use of 
structural clay products. The pro- 
gram will operate for the next five 
years. 


FEDERAL HOUSING ACT BONDS 


Principal sale predicted 
in metropolitan areas for 
slum clearance financing 
Local housing authorities in 
larger and older cities will be the 
principal sellers of bonds issuable 
pursuant to the Federal Housing 
Act of 1949. That is because such 
cities, in general, contain the coun- 
try’s worst slums. These are to be 
replaced under the housing pro- 
gram, with modern apartments for 
low-income families. It is expected 
that the first offerings of bonds by 
local housing authorities to finance 
the construction will be started on 
their way to market by December. 
These bonds will be exempt from 
federal taxes and it is thought that 
as much as $7 billion of them will 
be distributed within the next six 
or seven years. Commercial banks 
that pay taxes and individual in- 
vestors probably will be among the 
principal buyers. 


FIRES DESTROY 40,000 

TIMBER ACRES 
Three week toll 
claims 16 lives 

Forest fire conditions in the na- 
tional forests of Idaho, Montana, 
and California are now the most 
critical that have existed in the 
past 10 years according to Lyle 
F. Watts, Chief of the Department 
of Agriculture’s Forest Service. 
Watts said that so far this month 
over 40,000 acres of national for- 
est lands have been burned with 
tremendous losses in timber, water- 
shed, wildlife and _ recreational 
values. Sixteen men have lost their 
lives in the past three weeks fight- 
ing to control forest fires raging in 
the tinder dry mountain country of 
the rugged northern Rocky Moun- 
tain region. 

Complete survey of the damage 
done by the series of fires will not 
be possible until later; however, 
serious damage to watershed values 
are already apparent since the ma- 
jor fires have burned in important 
watersheds of the Missouri and 
Columbia rivers. 

Most of the disastrous fires have 
resulted from lightning; however, 
two fires, the Shasta in California 
and the Hunt’s Gulch fire on the 
Payette National Forest in Idaho 
resulted from carelessness. On the 


Shasta fire, a sheepherder’s camp. 
fire burned 5,600 acres while op 
the Payette fire, a pickup truck 
caught on fire, starting a blaze 
which has already burned over 
5,500 acres and is still requiring 
work by fire fighters to keep it un. 
der control. 

Watts urged special caution op 
the part of citizens to prevent ad- 
ditional fires due to carelessness, 
He emphasized that the forest fire 
emergency now existing may be. 
come even more critical during 
September and October if the pres- 
ent drought continues in the na- 
tion’s forest areas. 


SOUTH SETS 
REFORESTATION RECORD 


Lumber manufacturers lead way in 
remarkable conservation program 


In a remarkable expansion of re- 
forestation of old fields and idle 
forest lands in 12 southern states 
during the past winter and spring 
planting season, industry played an 
outstanding part according to a 
survey released by the Southern 
Pine Association, New Orleans, La. 

State Forestry Departments pro- 
duced and distributed from 19 
state-operated nurseries 154,779, 
526 forest tree seedlings. This com- 
pares with the 1947-48 season’s 
production of 98,424,000 seedlings 
from 15 State nurseries. Private 
industry purchased for planting on 
company lands and for free distri- 
bution to small landowners 82,032,- 
600 seedlings—53% of the total 
State nursery production in the 
1948-49 planting season. Accord- 
ing to State Foresters reports of 
seedlings purchased, the pulp and 
paper industry accounted for 
26.2%, the lumber industry 16.4% 
and all other industries 10.4% of 
total industry purchases. Approxi- 
mately 80,000 acres of industry 
owned lands were reforested while 
over 9,000,000 forest tree seedlings 
were distributed free to small land- 
owners by the lumber and pulp and 
paper industries. States covered in 
the survey included Alabama, Ar- 
kansas, Florida, Georgia, Louisi- 
ana, Mississippi, North Carolina, 
Oklahoma, South Carolina, Ten- 
nessee, Texas and Virginia. 

The survey also revealed that the 
lumber industry is already planning 
for the coming season and will con- 
tinue to play an important role in 
the program of reforesting addi- 
tional lands in the South. With the 
next planting season still some 
months away, 69 lumber manufac- 
turers have already signified their 
intentions to purchase more than 
26,000,000 seedlings. 
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KINZUA PI 


Kinzua Pine has a reputation for quality—built on 22 years 
of adherence to dependable production standards. 


Kinzua was one of the first lumber mills, if not the first, 
ever built without a lumber yard. Kinzua was one of the 
first Ponderosa Pine mills, if not the first, to kiln dry 100% 
of its output direct from the saw. 


Kinzua pioneered in offering every foot of its production 
"Quality Guaranteed". Kinzua has always been quick to 
adopt new methods and refinements in precision manu- 
facture which would improve its product. 


For many years Kinzua has been laying plans for a perma- 
nent operation. It is, therefore, definitely interested in 
the long-run satisfaction of all customers. 


It is really easy to insure yourself and your customers 
uality lumber. Just specify Kinzua Pine for "Quality 
Guaranteed" lumber and factory products. 


Famous “Architect Designed" Ponderosa 
Pine window and door frames, mouldings, 


finish, bevel or drop siding, ceiling, casing, 
base, paneling, D & M, shiplap, etc. 


ThYATK GE DAYS TIA AERIAL LOAD Y 
7 °@ Bu WA OP, ae LD iD OPED Y 


BER NATIONAL DOOR MFRS. ASSN. MEMBER WESTERN PINE ASSOCIATION 
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pact unit. 


@ Applies 1 quart perfectly... in? 
minutes at 50 pounds pressure. 

@Sprays anything that's spray- 

_ able. 

@ Weighs less than 5 pounds. 


COMPLETE KIT 
INCLUDING GUN 
WEIGHS LESS 
THAN 17 POUNDS! 


™PAYSWELL Stay nak Contains 


All Necessary ‘tquipment For Professional Use 


A NATURAL FOR DEALERS! 
* 


& 
PAYSWELL SPRAYER RETAILS AT $5995 


PAYSWELL SPRAY-PAK COMPLETE WITH GUN AND att accessories $79.95 


SELLCO CORPORATION 


801 ANDRUS BUILDING, MINNEAPOLIS 2, MINN 


i The Famous 
PAYSWELL SPRAYER 
@ Compressor... motor... gun 
4% ... self contained in one com- 


PROGRAM LAUNCHED 
IN MICHIGAN 


Twelve cities, including Detroit 
will set pattern for natioy 
The pattern for a nation-widk 
low-cost homes program wa; 
launched August 23 in Detroit 
Mich., by a joint meeting of lun. 
ber and building material dealers, 
savings and loan association lead. 
ers, builders, department _ stores 
and motion picture theatre repre. 
sentatives. 

Representatives from the Mich. 
igan Retail Lumber Dealers Aggo- 
ciation, Detroit District Retail 
Lumber Dealers Association, Na- 
tional Retail Lumber Dealers As- 
sociation, Washington, D. (, 
United States Savings and Loan 
League, Chicago, and _ Rodney 
Lockwood, president of the Na- 
tional Association of Home Build. 
ers, Washington, D. C., and Ted 
Baldwin, public relations counsellor 
of New York City were present. 

Home ownership on a sound f- 
nancial basis is the central theme 
of the “Good American Home Pro- 
gram.” The people of Michigan 
will be shown how they can stabil- 
ize their Shelter costs through 
home ownership and no longer be 
victim to rising living costs. The 
“Good American Home Program” 
is aimed at the objective of elimi- 
nating the fear of a sudden eco- 
nomic change by providing a sound 
pattern for financing, not only the 
home, but the equipment, furnish- 
ings, food, clothing and other ne- 
cessities necessary to maintain a 
family. 


WEYERHAEUSER ESTABLISHES 
FELLOWSHIP 

Graduate research grants to Wash- 

ington University and Oregon State 

Establishment of $1000-a-year 
forestry fellowships at both the 
University of Washington and 
Oregon State College was al- 
nounced by J. P. Weyerhaeuser, 
Jr., president of the Weyerhaeuser 
Timber company. 

The grants will set up graduate 
research fellowships in the field of 
forest management. each to be 
known as the “Weyerhaeuser Fel- 
lowship in Forest Management.” 

First recipients of the fellow- 
ships will start graduate work at 
the beginning of the academic year 
in September. They will be se 
lected by the deans of the forestry 
departments of the two schools. 

“The fellowships will provide op- 
portunity for capable young men to 
continue their studies in problems 
of forest. management,’ Weyer- 
haeuser said. “It is expected that 


PROGRAM LAUNC HOME 
I 
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High Quality Birch Plywood, Birch Lumber 
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and Birch Veneer 22 Zea Louw Prices! 


All Prices — F.O.B. Mill, duty paid 


@ BIRCH LUMBER 


Carload price per M'b.m. 


4/4 No. | common & Btr..... 
4/4 Selects .. . 
4/4 FAS .. 


All Birch lumber carries National Hardwood Lumber 
Assn. certificate of grade and tally. 


@ BIRCH PLYWOOD 


Cut to your "Specs" 


Prices on size and thickness you may require can be 
judged by these examples: 


Price per M sq. ft. 


Size 
3/16"—24 "x 36l/" 
3/16"—291/." x33" 
3/16"—2114" x40 " 
3/16"—131/4" x 191/," 
1/4 "—151/4" x 181," 
1/4 "—331/," x 561/," 


@ BIRCH VENEER 


We can furnish birch veneer stock in your specifica- 
tions: All well manufactured, smooth cut, uniform 
thickness dried to between 6-8%, moisture content, 
trimmed square to end grain. 


Carload Price per M sq. ft. 


1/20" thick 86" long. . 
1/20" thick 98" long. . 
1/16" thick 86" long... 
1/8 " thick 86" long. 


$24.25 
.... see 
. 
. 56.13 


@ BIRCH PLYWOOD* 


Carload Price per M sq. ft. 
1/4" A-3 Grade 1/4" 
a —r 4'x 8 
4' eee... 
4 eee 4'x 6 
4' x 5' 


2-3 Grade 


3/16" A-3 Grade 
— 


: ee 
ere 


A-3 Grade 1/8" 2-3 Grade 
-....$140 nee 
.. 122 | pee 
— kK a... 
. 100 


All Birch plywood phenolic glued—meets standard CS 35-47 
Bureau of Standards specifications. 


1/8" 


*Other thicknesses in Birch Plywood are available at propor- 
ticnately low prices. 


New Bellerive Veneer and Plywood, Ltd. $2,000,000 mill at Mont- 
Laurier, Quebec, one of the two mills turning out Herculite Brand 
Birch Plywood and Lumber. Bellerive, one of the oldest estab- 
lished birch plywood manufacturers, has 1,800 square miles of 
virgin timber. 


WAREHOUSE PRICES PROPORTIONATELY LOW 


| Warehouses at: Detroit — Grand Rapids — Omaha — St. Louis — Chicago — Elkhart — Cincinnati — Jamestown, N.Y. 


W. R- BRAUND COMPANY 


U. S. Mill Representatives: Bellerive Veneer & Plywoods, Ltd. (Herculite Brand) 
Suite 214, Dept. CD, Wabeek Bidg., Birmingham, Michigan 


Telephone 5022 


TWX Birmingham 500 
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the forest industry’s increasing 
need for scientific knowledge in the 
management of forests and the 
need of deserving students for help 
of this nature will both be served 
by these fellowships.” 


PRODUCERS’ COUNCIL 

TO MEET 
Annual meeting scheduled for 
September 28-30 in Chicago 

The annual meeting of the Pro. 
ducers’ Council, national organiza. 
tion of building products manufac. 
turers, will be held September 28 
to 30 at the Edgewater Beach Ho- 
tel in Chicago, Charles M. Morten- 
sen, executive secretary of the 
Council, announced. 

The opening day will be de. 
voted to a meeting of the Board of 
Directors and to committee meet- 
ings. On the second day, a group 
of well-known speakers will discuss 
new developments in merchandis- 
ing, progress in building research, 
and outlook for construction activ- 
ity, and the building industry’s 
standing with the public. 


THE ECONOMY HOUSING 
PROGRAM 
All materials—from first piece 
of lumber to last drop of paint 
Selling of all materials required 
in construction of a house on a pay- 
like-rent plan is one of the latest 


developments of the Economy 
N Housing program for _ lowering 
costs. 


Under this scheme which is now 


being promoted by a New England 
j ET it 1) R OWA R 4 lumber and building materials dis- 
\ \ tributor, everything is furnished 


for the construction of the house 
—from the first piece of lumber to 
the last drop of paint. The mate- 
rials are precut, and detailed plans 
are furnished for the buyer to use 
in constructing the house. To gain 
the full advantages of this plan, 
the buyer would do most of the 
construction work himself. How- 
ever, the buying of all materials 
in this way has advantages, even if 
construction work were done under 
contract. 

Materials include lumber, mill- 
work, windows and window frames, 
interior and exterior doors and 
door frames, sheathing paper, roof- 
ing, louvers, exterior siding and 
trim, hardware, flashing, paint, 
wallpaper, insulation, nails, interior 

4A walls and ceilings, electrical wiring 
MANUFACTURING COMPANY Ee b= and fixtures, mason materials, 

PITTSBURGH 12, PENNSYLVANIA he basement columns, heating and 
we plumbing equipment. 

Cost of materials for houses for 
which the firm supplies plans range 
from $3,750 to $5,120, with 
monthly payments of from $27.28 
to $39.40. 
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Here’s a fast turnover, profit-making line. 
AMWELD Knocked-Down (““K-D’’) Closet Units 
are manufactured from best quality materials. 
‘al Low priced for volume business! Door panels 
aint are constructed of prime quality flat-rolled steel 
oa sheets with welded reinforcements for rigidity. 
vay- Finger-pulls fitted in each panel. Ball bearing 
test rollers at bottom of each panel assure quiet, 
my BEDROOM smooth and trouble-free operation. Rubber 
‘ing bumpers on each panel. Aluminum sill plate has 
: : integral preformed track. All frame sections are 
10W (ee, accurately punched. All necessary screws are 
and . furnished for quick and easy installation. Per- 
“4 fect fit — precision made at factory. Door panels 
| a , electrostatically primed — metal head and jamb 
eA sections are ready for paint. 
ate- 
ans 
use : 
‘aln , ! 
a mponrntn | ras 
e “Ae r) ? 
ow. — STORAGE WALL All sizes 6’73{” high Write today for prices and 
" ee ALL SIZES IN STOCK complete information. 
pp q Specify K-D Units When Ordering 
iill- | _— 
ee ee : \ ONE PACKAGE 
z Sie | . EASILY and QUICKLY SOLD 
and 4 : EASILY and QUICKLY INSTALLED 
‘ior Fj) 
ing Ce: Building Products Division 
s) THE AMERICAN WELDING & MANUFACTURING CO. 


: es Manufacturers of Hollow Steel Doors, Frames and Closet Units 
for — BASEMENT and “te Warren, Ohio 
ie B | Mtl tcl: soo pet 
‘ith a 
28 
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Boost Fall and Winter Profits with— 


Cam and Jue 


"ahid 1M VM ahaa 14a. 


























Casu in on the expanding market for Kitchen Maid Kitchens of 
Wood. They’re easier to sell because of many unique features — 
Modern Flo-Line Styling ... Aluminum Drawers... Resinite Doors 
... Permanent Shelves and a host of others. And every sale means 
additional sales of paint, flooring, windows, etc. Some territories 
are open to qualified dealers. Send coupon for details. 
































NATIONALLY ADVERTISED. Effective advertising is consistently 
appearing in Better Homes and Gardens, House Beautiful, House 
and Garden, Architectural Forum and American Builder. 




















FULL COLOR CATALOG. Kitchen Hints the colorful and helpful 
guide to better kitchens contains illustrations, ideas and plans for 
ten complete kitchens. 























COMPLETE MAT SERVICE. Over eighty mats illustrating Kitchen 
Maid Kitchens and their unique features are available free to 
dealers. Sizes range from small one column to large four column ads. 




















SIGNS AND DISPLAYS. A fine selection of indoor and outdoor signs, 
point-of-sale material and displays is available to help you sell. 














LITERATURE FOR EVERY NEED. Colorful hand-out pieces, envelope 
stuffers, self-mailers, full color post cards, decals and photo- 
graphs round out this well balanced program. 





























(Please attach to your letterhead) 









| LUMBERMEN TO MEET 
ON OCTOBER 24-26 


NLMA directors will conside; 
Anderson bill at New Orleans 


THE Board of Directors of the 
National Lumber Manufacturers 
Association will hold its annual 
meeting at the Roosevelt Hotel jy 
New Orleans October 24-26. 

Along with the meeting of the 
Board of Directors, there will be 
meetings of the Committee on For. 
est Conservation, the Committee on 
Building Codes and Trade Promo- 
tion, the Committee on Products 
and Research, and the Hardwood 
Research Administration Commit- 
tee. 

The Board of Directors of the 
Timber Engineering Company will 
also meet in New Orleans on Octo- 
ber 25. It is expected there will be 
wide interest in the meeting of the 
Forest Conservation Committee, 
according to R. A. Colgan, Jr., Ex- 
ecutive vice-president of NLMA, 
because of the threat of Federal 
regulation of forest cutting prac- 
tices in the Anderson Bill (S 
1820), which was introduced in the 
Senate last May. 

Proponents of this far-reaching 
regulation have been working be- 
hind the scenes, Colgan said, and 
“an all-out effort of industry will 
be necessary to defeat such legis- 
lation.” 


HOME OWNER'S LOAN CORP. 
IN LIQUIDATION 


Efforts accelerated toward com- 
plete retirement from lending field 


The three and a half billion dol- 
lars of emergency financing by the 
Home Owners’ Loan Corporation, 
Washington, has been liquidated by 
about 91%, William K. Divers, 
chairman of the Home Loan Bank 
Board reported August 30. 

He also announced that during 
the fiscal year ended last June 30 
the earnings of the corporation 
wiped out the last of a deficit sus- 
tained in earlier years, bringing 
HOLC out of the red ink for the 
first time since it was created in 
1933. 

“The surplus of the corporation 
amounted to $1,468,118 on June 
30,” he said. “Indications are that 
this will increase during the few 
remaining years of the corpora- 
tion’s life, with the result that 
HOLC’s huge salvage operation 
launched in the year 1933 will have 





The Kitchen Maid Corporation ° cost the taxpayers nothing.” 
ITCH 3 “ MAI a caine ae atoms hi : The Home Owners’ Loan Cor- 
ager ta dada Send full details on the Kitchen Maid Franchise. . poration has accelerated its efforts 
KITCH ENS Name s | toward complete liquidation and 
Hittin ° retirement from the lending field, 
e 


Mr. Divers explained. 
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le Don't Like te Crow 
hout Our Lumlber-- But... 





-ECT YOUR NEEDS FROM MEDCO'S 
UR SPECIES — DOUGLAS FIR, WHITE 
. SUGAR PINE, PONDEROSA PINE — 


2x3&Wadr. kiln dried White Fir dimension 
2x3&Wdr. Douglas Fir dimension 

Kiln dried Pine and Fir Finish 

Boards, S/L, CM 

Ponderosa & Sugar Pine Knotty Pine Paneling 
Standard Siding Patterns 


5/4, 6/4, 8/4 & 12/4 KD Douglas Fir 
Industrial Clears 


Pine Shop and Factory Lumber 
Douglas Fir Flooring 

Standard and Detail Moulded Patterns 
4x4, 4x6 & Small Timbers 


STRAIGHT OR MIXED CARS 
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Frankly, how are you going to know about 
the quality of MEDCO lumber—if some 
one doesn't tell you? 


How are you going to know that Medford 
Corporation is a large progressive con- 
cern with over a billion and a quarter feet 
of timber—82,000 acres—operated on a 
tree-farm basis? That Medford Corpora- 
tion has 66 miles of logging railroad into 
this timber? Has a mill site of 165 acres 
—10 acres of log pond that stores 3,000,- 
000 feet of logs? That our plant has every 
modern facility for producing quality lum- 
ber? A battery of 18 latest type dry 
kilns? That all lumber is mechanically han- 
dled and piled? That we have shed stor- 
age capacity for 734 million feet of lum- 
ber? That we can load 20 cars under 
cover simultaneously? 


That as a member of the West Coast 
Bureau of Lumber Grades and Inspection 
and Western Pine Association, our com- 
pany assures you dependable grades? 


We're confident of our ability to give you 
satisfaction for your needs in Douglas Fir, 
White Fir, Sugar Pine and Ponderosa Pine. 


See your MEDCO representative—write 
or wire us and we'll have him contact you 
at once. 











*CONQUER those 


Handling Costs!...as the quickest, 
surest way to bring down unreasonably 


high production COSTS! 


To find and realize your oppor- 
tunities for big savings in this 
incomparably rich field, 


the leading 


producer of modern handling methods 


and machines... 


How a great a 
















































































many leading businesses ° 
are conquering costs—with quick : 
and substantial profit to themselves—is described and ° 
illustrated in Material Handling News and in Clark’s  « 
invaluable motion pictures. You can enjoy the bene- 
fits of both by requesting them on : 
your business letterhead. — ig 


CLARK Fork TRUCKS 


AND INDUSTRIAL }\| TOWING TRACTORS 




















































































1HDUSTRIAL truck piv., CLARK EQUIPMENT COMPANY BATTLE CREEK 40, MICH. 
PRESENTATIVES IN PRINCIPAL CITIES THROUGHOUT THE WORLD 
atnenieG CLARK INDUSTRIAL TRUCK PARTS AND SERVICE STATIONS IN STRATEGIC LOCATIONS 











THE NATIONAL GUARD DEFENDS AMERICA — JOIN NOW! 
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1950 CONVENTIONS 


Preliminary schedule fo, 
Retail Dealer Meetings 


January 16-17—Kentucky Retail Lumber Deg). 
ers Assn., Brown Hotel, Louisville, Ky. 


January 17-18-19—Northwestern Lumbermen; 
Assn., Minneapolis Auditorium, Minneapolis, 
Minn. 


January 18-19—Western Retail Lumbermen; 
Assn., Royal Alexandra Hotel, Winnipeg, Can. 
January 23-24-25—Northeastern Retail Lum. 
bermens Assn., Hotel Statler, New York, N.Y. 


January 23-24-25—Ohio Assn. of Retail Lmbr. 
Dirs., Cleveland Auditorium, Cleveland, Ohio. 
January 25-26-27—Southwestern Lumbermens 
Assn., Municipal Auditorium, Kansas City, Mo, 


February 1-2-3—Middle Atlantic Lumbermens 
Assn., Chalfonte-Haddon Hall, Atlantic City, 
N. J. 


February 7-8-9—Michigan Retail Lumber Dirs. 
Assn., Pantlind Hotel, Grand Rapids, Mich. 


February 8-9—Lumber Dlrs. Assn. of W. 
Pennsylvania, William Penn Hotel, Pittsburgh, 
Pa. 

February 9-10-11—Mountain States Lumber 
Dirs. Assn., Shirley-Savoy Hotel, Denver, Colo, 
February 14-15-16—Wisconsin Retail Lumber. 
mens Assn., Milwaukee Auditorium, Milwav- 
kee, Wis. 

February 17-18—Virginia Building Material 
Assn., Roanoke Hotel, Roanoke, Va. 
February 21-22-23—Illinois Lumber & Material 
Dirs. Assn., Hotel Sherman, Chicago, Ill. 


February 22-23-24—Nebraska Lumber Mer. 
chants Assn., City Auditorium, Omaha, Nebr. 
February 24-25—West Virginia Lmbr. & 
Bidrs’ Supply Dealers’ Assn., Daniel Boone 
Hotel, Charleston, W. Va. 

February 28 & 

March 1—North Dakota Retail Lumbermens 
Assn., City Auditorium, Fargo, N. D. 
February 28 & 

March 1-2—Indiana Lumber & Bidrs’ Supply 
Assn., Murat Temple, Indianapolis, Ind. 
March 9-10-11—Intermountain Lumber Dhrs. 
Assn., Hotel Utah, Salt Lake City, Utah. 


March 9-10-11—Independent Retail Lmbr. 
Dealers Assn., Hotel Radisson, Minneapolis, 
Minn. 

March 15-16—Lovisiana Building Material 
Dirs. Assn., Jung Hotel, New Orleans, La. 
March 15-16-17—lowa Retail Lumbermens 
Assn., Des Moines Coliseum, Des Moines, la. 


March 22-23-24—New Jersey Lumbermens 
Assn*., Hotel Traymore, Atlantic City, N. J. 


March 22-23-24—Carolina Lmbr. & Bldg. Sup- 
ply Assn., Ocean Forest Hotel, Myrtle Beach, 
$.. €. 


March 27-28—(Tentative) Tennessee Lumber, 
Millwork & Supply Dirs. Assn., Municipal 
Auditorium, Memphis, Tenn. 

March 28-29—South Dakota Retail Lumber 
Dealers Assn., Sioux Falls, §. D. 

April 3-4-5—Lumber & Supply Dirs. Council’, 
General Oglethorpe Hotel, Savannah, Ga. 
April 12-13—Mississippi Retail Lmbr. Drs. 
Assn., Buena Vista Hotel, Biloxi, Miss. 
April 12-13-14—Florida imbr. & Millwork 
Assn*., Palm Beach Biltmore, Palm Beach, Fla. 
April 13-14-15—Southern California Retail 
Lmbr. Assn., Ambassador Hotel, Los Angeles, 
Calif. 

April 19-20—Arkansas Assn. of Lmbr. Deal- 
ers*, Little Rock, Ark. 

April 20-21-22—Arizona Retail Lmbr. & Bldrs. 
Supply Assn., Maricopa Inn, Mesa, Arizona. 
April 23-24-25—Lumbermens Assn. of Texas, 
Municipal Pier, Galveston, Texas. 

April 26-27—Lumber Merchants Assn. of 
Northern California*, Ahwanhee Hotel, 
Yosemite National Park, Calif. 

(Montana Retail Lumbermens Assn.--Latter 
part of March or April.) 


he fy Big 


GEORGIA — PACIFIC OFFERS YOU: 


1. Quick deliveries, timed to enable you to operate on 
reduced inventories. 


2. Mixed cars, or part cars shipped from a nationwide 
network of origin points. 





3. Packaged shipments, where your facilities permit, to 
reduce handling costs. 





Quick pick-up service, out of Georgia-Pacific’s wholesale 
warehouses. 











Controlled production, grading and handling to assure you 
finest quality, exact count, clean shipments, less waste, 
and better business. 


Simplified buying through Georgia-Pacific’s complete 
service .. . everything you need in plywood and lumber 
from a single source! 


i ae a 
4 WAREHOUSES... as near as your phone! 
= —_ 


CHICAGO, ILL.—1805 Bryn Mawr Avenue 


Tel.: LOngbeach 1-2377 


SOUTH BOSTON, MASS.—Castle Island Terminal 
Tel.: SOuth Boston 8-6540 


PORT NEWARK, N. J.—Port Newark Independent Terminal 
Tel.: Mitchell 3-7750 


PHILADELPHIA, PA.—Pier 179 North 
Tel.: GARfield 3-4501 





Ask your Georgia-Pacific representative about these service benefits now! 

















GEoRGIA— Paciric PRODUCTS 


” 


Douglas Fir plywood 

Hardwood plywood and veneers 
GPX plastic-faced plywood 
Giant-sized scarfed panels 

Southern and Appalachian hardwoods 
Douglas Fir lumber and timbers 
Douglas Fir doors 

Long leaf and short leaf pine and timbers 
Cypress lumber 

Redwood lumber 

Western pine lumber 

Hardwood flooring 

Western and Southern mouldings 
Treated lumber and timbers 

Poles and pilings 
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wee EDITORS 


Editorial Recalls Pertinent Quotation 


To the Editor: I have just finished reading the 
editorial “The Penalty of Leadership” and I cannot 
help but recall the following: 

“He who ascends to mountain tops 
Shall find the loftiest peaks 
Most wrapt in clouds and snow. 
He who surpasses or subdues mankind 
Must look on the hate of those below. 
Though high above the sun of glory glows 
And far beneath the earth and ocean spread 
Round him are icy rocks and loudly blow 


; , Contending tempests on his naked head 
What you ll like about And thus reward the toils to which those summits 
lead.” 
Southern Brand lumber DOUGLAS WHITLOCK, Chairman, Building Prod- 


ucts Institute. 
“The Penalty of Leadership” appeared as an editorial in 


products is their strictly [AMERICAN LUMBERMAN], June 18, 1949. 


fine quality and that: you'll AL&BPM Used as Day-by-Day Manual 


To the Editor: If copies are still available, we 
would appreciate your sending us 15 copies of Your 
article printed last July, “The Body Economic in a 
‘Free’ Society.” 
because Mr. W. E. Chalmers, Dean of the Gainesville Junior 
College, wants to use this material as a study outline 
paralleling curricular texts for spring semester work 


“7 : , : : 
T in one of his Social Science courses. 
e G ow We told Mr. Chalmers that we believed you would 


”) be agreeable in permitting use of your material for 
Our Own Trees his purposes, and that you would probably send suf- 
ficient copies provided that a supply was still on hand. 
This letter gives us the opportunity of thanking 
you again for the real help your magazine affords the 
building materials retailer. We try to use at least part 
Manufacturers of Hardwood of every issue as a day-by-day manual for merchandis- 
fl . heal d ing ideas and management methods, and we appre- 
ooring, finis an unfin- ciate your leadership.—D. J. MURPHY, general man- 
ished; Hardwood trim and ager, Waples-Painter Company, Gainesville, Tex. 


lumber; Arkansas Soft Pi 
nee; Pemaniats Tepe Fike “Consumer Selling” Is Textbook for Course In 
trim, finish and yard stock. Creative Selling 


be able to get them always 


* * * 


To the Editor: A group of our retail associates 
recently completed a thirteen week course in Creative 
Selling. 

I thought you would like to know that your series 
é of 26 lessons in Consumer Selling was the textbook 
Meg pie 2 er used throughout the entire course. 

it a a ie Now that this group has completed this particular 

8. sea a Fk, phase of our intensive sales program for retail units, 

eitluatace ae ‘mber QO, | we want the “graduates” to continue to be inspired 
“ge 1 by ideas and sales strategies from you. 


s WARREN, AR AN SAS Accordingly, we shall thank you to have your cir- 


e% 
BTA BS 


culation department enter our order for 7 one-year 
lites 4 subscriptions to AMERICAN LUMBERMAN & 
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REDUCE COSTS! @- 
M 


REPLACE OUT. 


\with this 
ALL-PURPOSE 
DEWALT 
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Only Lightweight 6” Electric 


Hand Saw with ALL these features! 


6%’ BLADE CUTS FULL 2’° ON SQUARE CUT 
AND 2” DRESSED LUMBER AT 45° ANGLE. 
DEPTH ADJUSTMENT, built-in, from 3/16” to 2’. 

BEVEL ADJUSTMENT, built-in, from O° to 45°. 

PRACTICAL, PROVEN CUTTING BALANCE. No 
waver or pull. Cutting line is always visible, 
free from sawdust. 

RIP FENCE—rigid, sturdy, easily adjustable. 

ORIGINAL Fred W. Wappat Telescoping Guard 
—foolproof and safe. 

Special Fred W. Wappat-designed gears for 
maximum service, minimum maintenance. 
POWERFUL and DEPENDABLE. Motor is cool- 

running. 


Tred LL Lappe, Inc. 


159 Valley St., Mayville, N. Y. 


on Ch 1ufauqua Lake) 








LETTERS 





BUILDING PRODUCTS MERCHANDISER to be 
sent to the enclosed list—H. VAUGHAN BLACK, 
manager, Advertising & Public Relations, Dyke Asso- 
ciates, Inc., Little Rock, Ark. 


Re: Our Dealer Products File 


To the Editor: “The ‘File’ is wonderful, miraculous, 
prodigious, supreme, excellent, superior, practical, con- 
venient, desirable, acceptable, worthwhile, applicable, 
suitable, effective, pragmatic, meritorious, perfect, a 
masterpiece, in short—out of this world. 

“Congratulations on a job well done.”—PRESI- 
DENT CHESTER T. HUBBELL, Northeastern Lum- 
ber Dealers Association. 


Purchased in the GOOD (BAD) Old Days 


To the Editor: I happened to run across the en- 
closed invoice the other day and thought it would be 
of interest to most of your readers. 

I don’t know whether to say that this lumber was 
purchased by us in the GOOD old days or in the BAD 
old days. J. H. WEISGLASS, president, Division 
Lumber Corp., New York City. 


Robert R. Sizer & Co. 
LUMBER 


40 East 49th St., New York, February 23rd. 1933. 
SOLD TO The Division Lumber Company, JLS 
125 Division Street, 
New York City. 
FILE 645 


INITIAL A. C. L. 49863 
CAR NO. 

S/S 

ORDER NO. 4652 complete 
YOUR ORDER NO. 

DATE SHIPPED Feb. 20th. 


KILN DRIED NORTH CAROLINA PINE. 


2,508 ft. 1x3” B&Better Flooring (13/16x 

2-1/2”) Seratch Back. Bdls. 6 pes. 

5/8 10/10 25/12 32/14 49/16 $26.00 $65.21 
6,040 ft. 1x4” #1 Common Flooring (13/16x 

3-1/2”) (bdls 4). 33/6 34/8 52/10 

67/12 88/14 94/16 
1,016 ft. 5/4x5” B&Btr. Flooring (1-1/8x 

np (bdls 3) 4/8 7/10 9/12 12/14 

17/16 28.50 28.96 
1,140 ft. 1x3” #1 Common Flooring (13/16x 

2-1/2”) (bdls 6) 4/6 8/8 15/10 17/12 

9/14 12/16 23.00 26.22 
1,024 ft. 7/16x3-1/2” B&Btr. Ceiling D&M 

E&CBIS (bdl 6) 3/6 7/8 14/10 6/12 

7/14 8/16 16.50 16.90 
3,010 ft. 1x6” Roofers ¢2 Common D2S&M 

E&CBIS 3/4x5-1/4” 22/6 24/8 52/10 

80/12 100/14 176/16 18.00 54.18 
2,225 ft. 1x8” Roofers ¢2 Common D2S&M 

E&CBI1S 3/4x7-1/4”" 4/6 10/8 40/10 

31/12 34/14 124/16 19.00 42.28 
2,050 ft. 1x10” Roofers {2 Common D2S&M 

E&CBI1S *3/4x9-1/4” 1/6 3/8 5/10 


22.00 132.88 


14/12 30/14 112/16 19.00 38.93 
19,013 ft. $405.56 
FOB car 26th. St. Station, 
New York City. Freight 
Baltimore & Ohio RR delivery. 
124.09 
281.47 


TERMS: Freight net cash, balance in three equal notes, 
payable within 2-3-4 months from date of invoice. 


September 10, 1949, AMERICAN LUMBERMAN & 











Build 
ease 
beaut 
are fe 
cause 
terial 
Sta 
strais 
For ¢ 


direc 


BUILDIN 











DOUBLE-COURSED ™, Unsaturated building 


sIDEW. ALLS paper. 


Outer course is laid '2”low- 
er than the concealed layer. 


' , Unstained Red Label, No. 3 or 
Builders prefer them for their luxury appearance and undercoursing Grade Shingles are 
ease of application. Homeowners prefer them for their [© used for the under course. 


beauty,economy and care-free service. Stained cedar shakes w , 
. i ™ Weather exposures may be varied to 

are fast becoming America’s first choice for sidewalls be- # achieve many desirable architectural 
4 effects. Sixteen-inch shakes may be ex- 
xt posed up to 12” to the weather. Eighteen- 

terials at low cost, and minimum cost-per-year of service. [7 inch shakes allow exposures as great as 


Stained shakes are re-butted and jointed to assure F 10" 0 the weather, Twonty-feurindh 
cy shakes allow 16” exposures. 


cause they answer the demand for quality housing ma- 


straight, unbroken course lines and tight, invisible joints. 


For complete information, lumber dealers should write # ® Two rust-resistant, small head 5d nails per 

. ; shake for outer course, applied 2” above butt- 
direct to any manufacturer listed below. an eid Wien olen: e's Onb aall in 
shingles wider than eight inches. Joints are 


REFER TO SWEET’S FILE 8b/7a | | tight or spaced 


for complete details and specifications 


LONIAL CEDAR CO., INC. 
S “ AKE S = he NICKERSON STREET . . : 


SEATTLE 99, WASHINGTON 
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“TAMMS’ PAINTS EASILY 
ADD TO PROPERTY VALUE” 


Idea 
For Faster 
Turnover! 


















eg a 
WHITE AND 8 COLORS 






Plaster Texture Paint 


for Seautiful Tuteriors 


Sila-Tex works wonders on wallboard and _ plaster 
walls in homes, stores, offices and factories: Fills 
cracks — saves patching time and cost! Makes a 
smooth or textured surface . . . white or choice of 8 
pastel colors. Sila-Tex is easy to mix with water, 
quick to apply. Sells fast to customers who want 
plaster-type paint that adds value to their properties! 
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Seautifiee as it seals Masonry 


Waterproof Tamtex adds value by solving many un- 
sightly defects in masonry: Seals porous surfaces... 
makes them attractive, too! Comes in white and 12 
colors. Mixed with water, Tamtex brushes or sprays 
easily. Sell it for use on cement, concrete, concrete 
blocks, stucco, unglazed brick or tile. 




















Write for color cards, prices and paint 
and sundry catalog . . . today! 








INDUSTRIES, 


FORMERLY TAMMS SILICA 
228 NORTH LA SALLE STREET 3 


Inc. 
-OMPANY 


CHICAGO 1, ILLINOIS 









36 

















50 Years Ago — 


= ee <; = 


= AMERICAN LUMBERMAN 


= The Industry's Leader — 
__THEN and NOW = 
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Standing in with the Contractors 


MORE AND MORE I see how important it is that the 
different branches of the lumber industry should work 
together like cog wheels. For years I have been trying 
to induce the retail and wholesale dealers to lie down 
in the same pasture like so many lambs, and I would 
also that the yard men and contractors be on good terms. 

Of course, we all know that the average contractor is 
not worth the powder to blow him over the fence. Why 
so many irresponsible men should be building houses 
is past my comprehension. There are yard men by the 
hundreds who want nothing to do with a contractor, 
though at the same time, it is not an easy job to dispense 
with him. When speaking in this way, do not understand 
me as including all contractors. There is here and there 
one who is all right. To get along with him is easy. 
But how about the others? Can’t you stand in with some 
of them to advantage? 


Some contractors are frisky. 


Now, take your average contractor. He doesn’t care 
how many rows he has with a yard man. As a rule he 
has nothing to lose, and very often he can kick up a 
good-sized dust storm. I know a yard man who got at 
outs with a contractor, and then this contractor went 
to shipping in from a Chicago poacher. In addition, he 
told every prospective builder he could get to listen to him 
how much money could be saved in buying away from 
home, and to prove it he would pull out a list and read 
off the prices. He had it in for the yard man and injured 
his trade every way he possibly could. 

“But blank ’em, no dependence can be placed on them,” 
a dealer remarked. Isn’t it a good thing to know that 
in advance? We should handle men as we do horses. 
Not long ago, a yard man took me out behind a fine 
black horse to see the town. He told what a reliable horse 
it was, saying that his wife or children could drive him 
anywhere. He hitched him to go into another yard and no 
sooner were we inside the office than a locomotive camé 
puffing around the curve. I suggested to the yard ma" 
that he would better lovuk out for his horse. “O, he will 
stand hitched anywhere,” was the reply. There are men 
of that kind; they are so gentle that anybody can drive 
them, and they would stand hitched if the heavens were 
falling. Then there are others who will kick over the 
traces and stand hitched nowhere. If you took out 4 
frisky, ugly horse, how would you drive him? With kind 
words, a tight rein, and every minute on the lookout 
for him, wouldn’t you? That is the way the frisky con- 
tractor should be handled—kindly, and with a tight rel. 
Handle them in the right way and they will help you 
along. 
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—Met Saley, AMERICAN LUMBERMAN, July 30, 1899. 
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BUILDING ACTIVITY continues to be a confi- 
dence creator in the economic world. Along with 
automobile production, it’s of top importance. The 
Department of Commerce is inclined to think that 
by the end of the year construction may be back at 
record heights. Home building is coming up. Pri- 
vate building, the first half of ‘49, was down by five 
percent; but public building was up by thirty per- 
cent or more. 


PRIVATE BUILDING in July was $100,000,000 
higher than in June; with the outlook good for a 
continuing rise. Sure enough, it isn’t the old boom 
affair; and few people really want that stuff back. 
But even cautious analysts are saying that the fall 
recovery is likely to carry over well into next year. 
They say the decline of the past year has been due 
largely to inventory reduction; with that trend now 
getting reversed. 


LUMBER shows a good many, though uneven, 
signs of coming back. Its price boom was king size; 
hence it had farther to slide. Lumber exporters 
don't feel good. Wood shingles and lath have a 
time with competing materials. Plywood produc- 
tion capacity exceeds demand and suffers from in- 
firmity of price. But demand in other lines is pick- 
ing up; due in part to inventory buying. Prices in 
these lines are definitely firmer. 


A LOBBY INVESTIGATION, probably by the 
House, seems sure to be conspicuous among the 
Washington fireworks this fall. Expect a tough haz- 
ing of the so-called real-estate lobby; meaning any 
organization that opposed public housing. It'll be a 
loud one. Probably an effort to put more bite in the 
lobbyist-registration law also to gather in the five- 
percenters. Likewise hard looks at the pressure tac- 
tics of a Federal agency or two. 


BUILDING COSTS: High prices of light construc- 
tion, as compared with prewar figures, have gotten 
lot of people sore; and these prices will be a spe- 
ial target of the earnest and violent lobby sleuths. 
ome careful studies have been made of these fig- 
comparing them with other cost items, such 
farm products, and explaining how and why 
they happened. There’s also a general analysis of 
Price trends since 1939. 


_ THIS STUDY, prepared by Miles L. Colean and 
issued by the National Retail Lumber Dealers Asso- 
Ciation, is a@ compact and informative affair. It's 
called “Building Costs in the Aftermath of War.” 
‘mportamt not only in the Congressional investiga- 
tion but also to any dealer who finds it necessary 
'o justify his prices to his customers. Most of the 
answers are in this booklet. 
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GRAIN STORAGE: The CCC, at this writing, has 
contracted to buy storage structures with a total 
capacity of about 200 million bushels. The figure 
will go higher. In fact a release by the Production 
and Marketing Administration, USDA, says it may 
reach 500 million bushels, “if procurable at the 
right prices and within the time limitations.’ That's 
a whole lot of storage capacity; but it may be 
needed. 


PLANS & MATERIALS: When the figure passed 
the original and tentative 100 million bushel mark, 
the USDA hastily slung ‘er into high, right off the 
starter, and raced for the bigger amount. As limited 
by the release, this figure may stick .. . Percentages 
of the structures, according to materials: Steel 
buildings, 80 percent; wood buildings, 14 percent; 
aluminum buildings, 6 percent. 


STORAGE NEED: Reports from the Middle West 
are that corn cribs on many farms are filled with 
the ‘48 yield, under seal. Unless Uncle takes over 
this old corn by early October, many farmers may 
have to sell the new crop on the open market at 
ragged prices. This is making something of a crib 
market for local dealers. It seems that, as a result 
of many protests, the CCC is simplifying its earlier 
rather complicated procedures. 


HOUSING PAMPHLET: The Housing & Home 
Finance Agency has a 30-page booklet, “A Hand- 
book of Information,” dealing with the Housing Act 
of 1949. Fifteen cents a copy, from the Superin- 
tendent of Documents, Washington 25, D.C... . 
A release put out by the H&HFA makes this state- 
ment: “The farm housing program will be handled 
by the United States Department of Agriculture, 
principally through the Farmers Home Administra- 
tion.” 


HOME LOANS: It's a risk to guess what the 81st 
Congress will do, finally, about anything. But at 
this writing the House has passed the measure 
authorizing some three and a half billions more in 
mortgage insurance, to aid home building. The 
House rejected a provision for $300,000,000 in direct 
four percent housing loans for veterans. It tenta- 
tively accepted and then struck out an anti- 
segregation amendment. 


SENATE LEADERS say they expect the Senate to 
pass the entire Administration measure; including 
direct loans to veterans and loans to cooperatives. 
In one way or another Titles I and VI of the FHA 
will again be extended. Little or no opposition to 
that. The House, far ahead of the Senate in its 
legislative program, plans a series of adjournments 
until Sept. 21; holding token sessions twice a week 
but transacting no business. 
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We mean all five of them, of course... 








How Well 
Do You Know 
Your F.D.I.’s? 


F, Duggie Fir 
Tells You... 
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Adopted by the Fir Door Institute al- 
most two years ago, today they are in 
demand by Builders, Architects, Retailers, 
Jobbers. 


All five grades have as their objective 
your protection—by assuring that your 
Douglas Fir Door is up to high-quality 
standards. 


When you see one of these five FDI- 
grade trademarks on a Douglas Fir Door, 
you know they come from a mill subject 
to regular Institute inspection and quality 
supervision. 


Each gradehas its own specific purpose: 





















FIR DOOR 


Rust Building, Tacoma 2, Washington 


FDI-A GRADE. This grade can be used where a majority 
of the doors are to be natural finish. These doors 
are acceptable for high-class residences, hotels, hos- 
pitals, office buildings, apartments and clubs. 


FDI-B GRADE. This grade has a small percentage that 
can be finished natural, but the bulk is for paint. 
This grade is acceptable for residences, schools, 
apartments, motels and hotels. 


FDI-BP GRADE. This grade is strictly a paint-door. 
It is acceptable for lower-priced homes, canton- 
ments, army barracks. 


FDI-C GRADE. This grade is strictly a paint-door. 
It is suitable for service porch entrances, garages, 
outside basement doors, medium and low-cost 
back doors. 


FDI-MR GRADE. 1'¢” only. Used for farm out-build- 
ings, granaries, hen houses, farm tenements, etc. 


Be sure to specify the FDI grade mark 
on your next Fir Door order. 


INSTITUTE 
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Drive 


This attribute is often a measure of the success of an individual or a business 


(Drive (Webster) verb: to press forward; noun: a concerted and concentrated effort.) 


Next to financial honesty the most sought 
after quality in an employe of a modern lumber 
store is plenty of drive. Drive puts a man or a 
business out in front — ahead of previous 
records. 


Drive is the most needed thing in every retail 
company, in the building industry as a whole 
and in the American Economy. 


To be most effective, a creative selling drive 
must be planned, organized, implemented and 
timed right, and then followed through! 


Such a drive is launched with this issue of 


AL&BPM. 


It is planned to counteract the heretofore 
normal slump in winter-time sales in the lum- 
ber and building products stores of the United 
States and Canada. 


It is planned to develop the tremendous 
available potential of the repair, maintenance 
and improvement market and thus to sustain 
construction volume throughout the fall and 
winter. 


[t is organized to provide work for building 
mechanics who might otherwise be idled by 
inclement weather. (Idle carpenter time is lost 
sales volume for dealers—lost volume that can 
never be recovered! ) 


it is organized to sustain production and sales 
at manufacturing and wholesale levels through- 
out the winter, avoiding heretofore normal cur- 
tailment. 


t is implemented by a creative selling tool 
which has been called by a leading merchandis- 
iny authority* in the industry the one most 


‘. E. Saberson 


Buying Propucts MERCHANDISER 


needed merchandising instrument in the field 
of building material retailing. 

This selling tool is the book “Guide to Better 
Living”—with its 500 buying suggestions to 
consumers—suggestions that will make people 
aware of their needs for home improvement— 
that will pave the way to creative personal sell- 
ing, and drive consumers to the lumber and 
building products store all fall and winter. 


It is implemented further by a series of sales 
training articles for retail salesmen coordinated 
with the “Guide” book and designed to im- 
prove creative performance at the point-of- 
consumer sale. (This series will run in this and 


the next twelve issues of AL&BPM.) 


The drive is timed to start the first day of 
autumn, to achieve increasing impetus and im- 
pact during October and November and to hit 
its full selling stride in the normal slump months 
of December, January and February. 


Its primary requirement is retail executive 
follow-through—men with the necessary drive 
to plan the work and work the plan. 


If the majority of the dealer readers of 
AL&BPM will undertake this drive with the 
determination to get the most out of it—sales 
of all factors of the industry this winter may 
well increase as much as 30 percent over what 
they would normally be. 


EDITOR 











Spearhead of the Fall and Winter Mer- 
chandising program is this big 32 page "idea" 
book for all home owners, available to dealers 
for distribution to their prospect or mailing 
list. Details of the program and how to get a 
supply of this book are outlined in these pages. 











OU HAVE, no doubt, been reading in recent is- 

sues of AMERICAN LUMBERMAN about the big 
Fall and Winter Merchandising program that begins 
in this issue and which will continue in subsequent 
issues throughout the year. 

We are particularly pleased to present in the follow- 
ing pages the results of many months of study and 
research of proved consumer merchandising practices 
as they pertain to all lumber and building products. 
We call your attention particularly to the charts that 
accompany each of the following sections. These out- 
line specifically the materials, accessories, fixtures, 
and supplies that comprise every type of home decora- 
tion, improvement, protection, and maintenance pack- 
age. It marks the first time that such a breakdown 
has ever been published. 


The charts, together with the merchandising analy- 
sis that accompanies them will not only prove inter- 
esting, but will be exceedingly helpful to all dealers 
in their program planning for the balance of this 
year. 


A BILLION DOLLAR MARKET 


One of the leaders of this industry recently said 
that every American home, even the one finished yes- 
terday afternoon, is today a prospect for some type of 
home improvement, alteration, addition, decoration, 
or maintenance work; and each of these projects rep- 
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FALL and WINTER 
SALES PROGRAM 
NOW UNDER WAY 


American Lumberman Launches in This Issue 
a Merchandising Program Aimed to Stimv- 


late Consumer Business During Coming Six- 
Month Period 


resents a potential sale of the products handled b; 
the lumber and building material dealer. 

This tremendous consumer market is ever presert 
—good times and bad—year in and year out. Over 
three billions of dollars in sales are now being nur- 
tured in the minds of homeowners everywhere, awai*- 
ing that spark that will move them to buy. 


A GUIDE TO BETTER LIVING 


In order to stimulate consumer business this tf! 
and winter, AMERICAN LUMBERMAN has developed 4 
32-page, two-color idea book, entitled A Guide te 
Better Living. It contains over 500 ideas for hon: 
improvement—500 enticing, thought-provoking ways 
to get more comfort, convenience, beauty, and efh- 
ciency into a home. 


This book is written as a personal advertising pice 
for every dealer who wants to promote consu™2r 
business. It fits admirably into any promotional pro- 
gram—and will bring live, ready-to-buy prospects into 
the dealer’s yard. And the cost of this fine book is 
many times lower than any dealer could produce ‘n 
the quantity that he will require. 


As a means of helping to insure this idea boo’, 
AMERICAN LUMBERMAN has also developed a series ¢* 
advertising mats—not only to arouse interest in tre 
book, but to directly promote an interest in specific 
features of home improvement. These are available 
at cost for any dealer to use in connection with his 
program around A Guide to Better Living. Samples 
of these ads are reproduced on these pages. There are 
six in all, a complete set available for $2.50 to any 
dealer who orders a supply of the consumer bookle:s. 


Already, over 1000 dealers throughout the country 
have indicated that they will use the book in their 
fall program. Many thousands have already been 
shipped. Since the next eight weeks are the most 
productive for developing consumer business, we urge 
every interested dealer to get his supply at once. The 
form at the lower right corner of these pages when 
filled out and mailed to us will bring immediate at- 
tention. 


+d 
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Over 500 Waye 


to Improve Your Home 


32-pages of pictures, ex- 
amples, suggestions — for 
modernizing your kitchen 
or bathroom, a room in 
the attic, a basement 
room, for home decora- 
tion, for planning your 
new home, 


Get your copy of “A Guide 
te Better Living” - todey 
, Mop in, Write or Phone 
Dealer's name 
and phone number 











FORMULA FOR CONSUMER SELLING 


In the issues to follow, AMERICAN LUMBERMAN will 





record successful consumer merchandising programs 
a3 ‘hey are being organized and conducted. These will 
cover all consumer packages covered in A Guide to 
Beiter Living and outlined in this issue. 


in addition, the October 22 issue will be devoted to 
seling the Christmas market; for as thousands of 
dealers have proved in recent years, the many items 
id by lumber and building material dealers that 
make excellent, practical Christmas gifts, can be easily 
.td satisfactorily promoted during the holiday shop- 
ping season. 


Don’t fail to read every issue of AMERICAN LUM- 
BERMAN, and to be sure of your supply of A Guide to 
Betty Living, fill out and mail the coupon today. 


> 
MAIL THIS 
FORM 
T-O-D-A.Y ! 
* 
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BOOKLET 
FOR YOU 


“A Guide to Better Living” — contains 
over 500 ideas and suggestions for 
improviag, repairing, decorating your 
home. 


32-pages of pictures, examples, ways to im- 
prove your home—to increase your comfort. 
Every home and farm owner should drop in, 
write or ohone us for a copy. 
FREE ON REQUEST 

Planning to build a new home or some new 
farm building? Thinking of doing some fixing 
around your home or farm buildings? Think- 
ing of Painting? Re-roofing? Insulating? 
Storm Windows and Doors? A room in the 
atic? Contact us on your building needs, 


Dealer's Name 
and Phone Number 








[MAIL THIS FORM TODAY] 








American Lumberman & Building 
Products Merchandiser 


139 N. Clark St., Chicago 2, Ill. 


Send us FREE sample of your new booklet, "A 
Guide to Better Living," together with price on 
Also send sampies of ad- 


vertising mats 


Firm 


By 


City 


and prices. 





Much has been written and said about the consumer market 
as it applies to lumber and building materials. Let’s take a 
look at this market and what it means fo the retail dealer 


ICK UP A COPY of any of the leading shelter 

magazines—any month. Thumb through the fea- 
ture section. What do you see? In every one, page 
after page, issue after issue, are dramatic and beau- 
tifully pictured stories about home modernization, 
improvement, protection, decoration, and mainten- 
ance. 

Now analyze these issues a little further. How 
much space is devoted to new homes? Yes, there’s 
always a plan or two accompanied by an attractive 
elevation; and in the spring the new home planning 
sections are especially heavy. But the bulk of the 
space in all issues is devoted to the home owner, or 
at least the resident of existing structures. 

What about the magazines for craftsmen and hob- 
byists—the how to do it books. These too devote a 
healthy percentage of their editorial pages to ways 
and means of increasing home comfort, convenience, 
pleasure and economy. 

Thus, the consumer, insofar as he is of importance 
to you, is the home owner who lives in a house already 
built. The chances are he is not now, perhaps never 
in his lifetime will be again, a prospect for a new 
home. Yet he represents, every year—year in and 
year out—a customer of yours. The home he lives 
in needs constant maintenance and protection. He 
needs your products to do this. In addition, he is as 
interested in comfort and economy as the man who 
buys a brand new home with all the latest innova- 
tions, and wants them for himself. 

This does not de-emphasize the importance or size 
of the new home market to all branches of the con- 
struction industry. It merely points out that in addi- 
tion to the new home potential, the volume of lumber 
and materials business available from home and farm 
owners is tremendous—and constant. 

Statistics bear this out. Suppose this nation main- 
tained an annual constant demand for and production 
of 900,000 new dwellings; and this is an ambitious 
figure. Now suppose that the materials for these 
units were equally distributed among all retail deal- 
ers. Each would supply the requirements for about 
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30 homes. If the average for each was $3000, every 
dealer would sell $90,000 worth of materials in the 
new construction market. Certainly not to be 
sneezed at. 

But, on the same basis of comparison, and as proved 
by sales breakdown records for past years, the repair, 
maintenance, and improvement market is consistently 
114% times larger than even the hypothetical new home 
figures given above. Thus, strictly by averages, each 
dealer in the country would have 2,000 home owner 
prospects to whom he would sell approximately $143,- 
000 worth of lumber and building materials. 

With shelter and craftsman magazines constantly 
creating a desire on the part of home owners to buy 
many hundreds of improvement or maintenance fea- 
tures, and with material manufacturers doing an in- 
tensive and excellent job of advertising through all 
types of consumer media, the way is made much easier 
for the dealer to take full advantage of the impetus 
thus given. 

While you as the retail dealer are the point of sale 
contact, the focal point for consumer selling, there 1s 
more to be done if the sale is to be finalized. First, 
you must know how the consumer thinks and how 
to plan your sales efforts accordingly. Second, you 
must aggressively compete with all other industries 
for the amount of money he has to spend. Third, you 
must supplement all of the advertising and promotion 
done materially with your own merchandising pro 
gram. When this is done, and done right, consumer 
sales will develop and grow to amazing proportions; 
there are many hundreds of dealers who are today 
enjoying a continuation of record sales and _ profits 
largely on the strength of this vast consumer market. 





Don't fail to read every page of this issue. 
It's full of practical, proven ideas that add 
volume and profits. 


September 10, 1949, AMERICAN LUMBERMAN © 
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They should come to the 
lumber and building ma- 
terial dealer who is the 
logical point-of-sale con- 
tact for the entire indus- 
try. 








THE CONSUMER SALES PICTURE 


Mr. and Mrs. Homeowner are constantly 
thinking of things to do to improve their 
home. They act when the desire to buy is . 
crystallized in their minds by advertising, pro- 
motion, or necessity. 





What they want is a com- 
plete package, for that is the 
way they visualize their idea, 
no matter whether they will 
do the application work 
themselves, or have it done 
for them. 



































Most of the package ideas the consumers have, 
include :a number of products. Therefore, the 
job as it is finally furnished to the homeowner, 
may mean business for many manufacturers and 
wholesalers. 


BYrerye. 
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Thus, the function of the dealer in the consumer 
market is to promote and provide those home 
improvement packages that the customers want, 
aided by all other branches of the industry whose | 
business can be increased by the sale of these | 
packages. 








The Consumer 


Sales Clincher 


ERHAPS NO OTHER subject has been so widely 
analyzed and discussed among lumber and build- 
ing products dealers as that of package selling. All 
of us are clear about the simple definition of this 
method of merchandising—that it means supplying 
a service or a feature of construction in one complete, 
usable unit. But do we really appreciate its signifi- 
cance as the deciding factor that crystallizes a con- 
sumer sale, or the many, many forms it can take in 
the sale of lumber and building materials? 

During the past few years the term package has 
most frequently been associated with new homes and 
applied to dwellings completely finished and equipped 
ready for occupancy. This type of package has been 
exceedingly popular, and the smart builder, sensing 
the sales appeal of the ultra-complete unit, is provid- 
ing houses with accessories, appliances, and built-in 
fixtures far beyond the usual concept of a complete 
dwelling. 

To understand the buyer’s thinking behind this fact 
is to understand the motives that govern all package 
buying, and essentially, there are only two factors in- 
volved. First, by getting everything necessary to 
begin living in a new home, all included in one mort- 
gage, the purchaser is able to avoid expenditures for 
extras that he had not considered. This answers the 
primary question in every buyer’s mind, the one that 
means yes or no to every sale, “Will I get what I want, 
at the price I can afford to pay?” 

Second, the vast majority of prospects for lumber 
and building materials in package units, whether it 
be a new home or any feature of repair, improvement, 
or modification, are not technically-minded enough to 
know what is involved in constructing or applying it. 
Nor do they particularly care. They have a picture in 
their mind of the finished job. Maybe it’s exactly like 
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Sell the package and you immediately elimi- 
nate 90°/, of consumer resistance. Why is 
this merchandising technique so important in 
selling Mr. and Mrs. Homeowner? 








an illustration they saw in a book or magazine, or 
perhaps a friend or acquaintance has it in his home. 

This means that the bulk of design work falls upon 
the dealer; but in most cases this means the adapting 
of materials and methods to the customer’s ideas. An 
employe with a flair for sketching, and a reasonably 
broad imagination, can do an amazingly good job in 
clinching sales. 

And don’t forget the ladies. They are the people 
to sell, and all merchandising efforts should be planned 
from the standpoint of appeal to the feminine eye. 
While the man of the house pays the bills, the decision 
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to buy largely rests with the wife. She is actually In th 
your best salesman. under 

Many dealers consider a package sale one that unit I 
groups all of the necessary materials for a particular prope 
job into one unit, but does not go so far as to also smok 
include the application. Some items can be sold effec- facto 
tively that way, but usually, the complete package is Th 
the completed job, installed or applied in the home or erates 
farm, at one price. Anything short of this will not ‘ 
meet the demand of the mass market. one 

Nor does this necessarily involve the maintaining lean 
of tradesmen employes by the dealer. It does involve, adds 





however, the close cooperation between the dealer and 
applicating contractors or independent craftsmen, 
with the dealer controlling the sale and standing be- 
hind its application. 

The fall and winter months are particularly suited 
to conducting package sales programs, for in most sec- 
tions of the country the craftsmen are available for ap- 
plication work, and consumer interest is at a high level. 
A carefully planned program, therefore, geared to 
capitalize on the proved methods of consumer selling, 


should prove most profitable during the coming 
months. 
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You Can’t Beat 
the HEATILATOR’ UNIT 
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PROVED... 
For More Than 23 Years 


In thousands of homes and camps all over America— 
under all climatic conditions—the Heatilator Fireplace 
unit has lived up to every sales claim made for it. It assures a 
properly operating fireplace . . . circulates heat . . . will not 
smoke. These are verified facts, proved by 23-years of satis- 
factory performance! 











That’s why a Heatilator unit is easier to sell. National 
advertising and word-of-mouth praise have spread its merits @ Prove to yourself the easier, more 
. . made the name Heatilator Fireplace synonymous with rolinaiie sales that 6 Meattlaber 
customer satisfaction. Customers are pleased, too, when they - actin: wall iaceitie Ui sien ie 
learn that a Heatilator unit saves labor and materials. . . a wp ai iy p brie 
adds little, if any, to the cost of the finished fireplace. No today for dealer information to: 
wonder it’s America’s Jeading fire- 
place unit! HEATILATOR, INC. 


318 E. Brighton Ave. 
Syracuse 5, N. Y. 


*Heatilator is the registered trade mark 
of Heatilator, Inc. 


HEATILATOR FIREPLACE. 
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The ABC’s 
of Consumer 


SELLING 














An effective sales program to home owners consists of three coor- 
dinated activities. Each is necessary to a really successful campaign 
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A DVERTISING develops prospects for merchandise 

and services. It is a means of telling a sales story 
to a large number of people at the same time. Its 
main purpose is to interest a certain percentage to 
the point that they will personally contact the ad- 
vertiser. 

Some prospects thus developed will be sufficiently 
influenced by the advertising to definitely decide to 
buy. In most instances, however, the prospect de- 
veloped by advertising is moved merely to the point 
of requesting additional information about the prod- 
uct or services. The ad gives him an idea to buy, but 
he still harbors certain unknown elements of resist- 
ance. He must still be sold by one or both of the other 
sales tools that the merchandiser has at his com- 
mand. 

Practically every retail lumber and building ma- 
terial dealer does some advertising. Many use sev- 
eral media. As indicated by the AMERICAN LUMBER- 
MAN Survey of Dealer Practices, conducted earlier 
this year (See June 18 issue), 93% of the dealers 
questioned use newspaper advertising; 68% direct 
mail; 20% billboards; 57% truck signs; 67% classi- 
fied directories; 76% calendars; 32% radio; 7% print 
their own catalogs; 78% plan books; and 10% use 
models. 

All of these methods of projecting a sales story 
have considerable value. They are, however, of two 
distinct types. Newspaper, radio, direct mail, cata- 
logs, and plan books are action media. They should 
be used to create prospects for specific products or 
services NOW—get them to act NOW. 

On the other hand, billboards, truck signs, classi- 
fied directories, calendars, models, etc. are inactive 
advertising media. They serve mainly to keep a 
company name before the people within a particular 
trading area. They do not create sales. 
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The First Sales Tool is Advertising 


Since creative merchandising is the science of build- 
ing a sale where not even a buying idea exists, the 
top-heavy use of inactive media, or the use of inactive 
advertising copy in active selling media, cannot hope 
to help much in creating business. 

Thus, in planning a hard-hitting selling program, 
careful attention must be given to the development 
of advertising designed to sell in the types of media 
that can sell; and the other merchandising tools that 
are discussed later must be timed and coordinate to 
take full advantage of it. 

The results of advertising are quite tangible. A 
newspaper or radio ad, properly presented, and sug- 
gesting action, will pull the majority of sales and in- 
quiries within 48 hours after it appears. After that 
the drop-off is sharp, although a few stragglers may 
appear for several days, even weeks. 

By all merchandising standards, the sales punch 
of an action ad is completely spent within a few days, 
and you can measure its pulling power accordingly. 

Direct mail advertising is action material of the 
highest order. Its pulling power is not quite as spon- 
taneous, but it maintains a steady pull over a much 
longer period than newspaper or radio. It offers 
wider latitude of presentation and certain features 
of stronger appeal through the use of color and ill- 
ustration. 

The fall and winter merchandising book, A Guide 
to Better Living recently prepared by AMERICAN 
LUMBERMAN and made available to retail dealers for 
distribution to their mailing lists, is an excellent ex- 
ample of direct mail advertising technique. Its for- 
mat and general layout is designed to draw out pros- 
pects for all types of materials and services over a 
period of months. 

Manufacturers prepare many splendid examples of 
direct mail pieces which make effective enclosures 
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Mn easier way to keep your building supply records! 















This remarkable business machine fits every need of Check the features shown below. Think how you 
your modern building supply yard. could use them in your business. Then see for your- 

In the National “200” you get a modern, stream- _ self how this modern register will give you informa- 
lined National Cash Register, plus a built-in adding tion that makes money and protection that saves 
mechanism that you can use at any time without money. Get a demonstration at your local National 


disturbing the cash records in the slightest degree. branch office today. It's exactly what you need! 










Automatic Distribution — Classification keys auto- 





Stops Mistakes — Saves Time — Indication 







shows price of each item or service and total matically separate and provide a printed record of 
... gives protective supervision over all prices lumber, paint, glass, and other sales, labor charges, 
charged. Any amount from 1¢ to $999.99 can or other classifications. This feature is quickly adapted 






to any need. 





be recorded. Register automatically adds 
amounts, thus preventing mistakes and speed- 
ng service . . . automatically accumulates 
total for balancing cash. 





















Single-Lock Control — Five- 
position lock, controlled by 
proprietor's key, protects rec- 
ords and accumulated total. 












Descriptive Key Sec- 
tion — These keys can 
be used to identify 
salespeople, to print 
sales-slip numbers, cost 
figures, size, brand, or 
quantity numbers, and 
to code sales such as 
lumber, hardware, build- 
ing material, paint, 
glass, household goods, 
etc. This feature makes 
it possible for you to get 
exact records you ‘need 
for more profitable oper- 
ation of your building 
supply business. 
















































Extra-Large Cash 
Drawer — 7 coin, 4 bill 
compartments. Free- 
gliding, roller-bearing 
construction prevents 
binding and sagging. 
Removable, plastic coin 
tray permits balancing 
cash in private. 















THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
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with invoices as well as by individual mailing. The 
dealer who plans his advertising program well, will 
examine the material available from his manufactur- 


ers and use it as an integral part of his overall pro- 
motion. 


Timeliness is important. Obviously, certain items 
have definite seasonal appeal. To move them in their 
off season r@quires some really heavy sales incentives 
to overcome natural sales resistance. 


One major lumber and material line yard that sci- 
entificially analyzes the results of its advertising pro- 
grams, found that insulation ads pull exceptionally 
well when timed with the first autumn cold snaps, 
even though quite satisfactory results are obtained 
all during the fall. 


This does not mean that timing must be so precise 
as to necessitate a study of weather forecasts, al- 
though certain conditions and events—holidays, 
weather, etc., will cause ads that are timed with them 
to produce above average results. 


Advertising production is no deep mystery, nor does 
it require a magic touch to produce satisfactory ads. 
After all, advertising is merely selling on paper, or 
in the case of radio, by audio contact. The same 
sales points that ring the bell in actual salesman-pros- 
pect contact also hit the mark in advertising. The 
main difference is that advertising must be clear, 


concise, and conclusive. There is no rebuttal or fol- 
Jow-up in an ad. 


A simple, effective formula for ad preparation may 
be summed up in the following points. 


WHAT ..1) Show a picture of the product or 
package. Let the prospect see at a 
glance what you want him to buy. 

WHY ....2) What does the product or package 


do for the prospect? Tell the reader 
or listener why he should buy your 
merchandise. 




















PLACING TEAR SHEETS of current newspaper ads in 
the store window (above) is a good tie-in practice that 
tends to co-ordinate the entire merchandising program. 
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WHEN ..3) 


Tell the prospect to act. Ask for 
the order—NOW. 
HOW 


Show the price. Let the prospect 
MUCH ...4) 


know how much it will cost. Any 
amount over $50.00 should be broken 
down into a small payment figure to 
be sure that price will be no objec- 
tion. 


It can be authoritatively said that improper prep- 
aration is responsible for poor advertising results 
more than any other single cause. Good ads cannot 
be hurriedly written or laid out. They must be pre- 
pared well in advance of publication or mailing; and 
every employe, particularly those in the sales de- 


partment should be thoroughly familiar with them 
before they appear. 


How much should a lumber and building material 
dealer spend for advertising? This is a question 
about which many dealers are uncertain. While 2% 
of gross sales is considered a rule-of-thumb average 
for retail merchants, the percentage among building 
products dealers is somewhat short of this figure. 
The AMERICAN LUMBERMAN Survey indicated that 
39% of the dealers questioned spend less than 1% of 
1% of their retail sales on advertising; 31% spend 
1% to 1%; and 30% over 1%. 

It is doubtful whether an inclusive consumer ad- 
vertising program can be conducted in the retail 
lumber and building products business on less than 


1% advertising budget, and many successful mer- 
chandisers spend far more. 


But the most important point is this. Advertising 
is a sales investment, the same as money spent for 
a salesman’s’ salary or expenses. It should produce 
sales—sales that you can definitely attribute to it. 
Therefore, the amount spent for advertising is not 
so important, if those ads are paying their way in 
actual business. 


A COMFORTABLE spot for customers to look through 
advertising booklets is effective in any consumer store. It 
also provides a central location for books and pamphlets. 
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The New CRAFTSMAN GRADE WELD- 
WOOD opens a Tremendous New 
Market. Take full advantage of 
this QUALITY PLYWOOD that’s 
especially priced for Modest Budgets! 


Undoubtedly you know many builders, contractors and 
home owners who want the luxurious beauty of wood- 
paneled rooms in the homes they build or buy... but 
feel they can’t afford it. 

Well, get in touch with them right now... and relay 
the good news about the new Craftsman Grade Weld- 
wood. It’s the budget-priced answer to their prayers. 

For here is quality hardwood plywood that will 
welcome comparison with any other brand on the 
market. The only plywood that surpasses it is the 
superlative panel turned out in our Algoma plant. 

Yet Craftsman Grade Weldwood represents big sav- 
ings—in some cases as much as 30% — over the same 
woods in the Algoma Grade. 

Main reason for this difference is the brand new 
model plywood plant at Orangeburg, S.C., which was 
designed and built specifically for the manufacture of 
this new grade. 

In the production of Craftsman Grade Weldwood 
Plywood, full advantage is taken of the economies of 
straight-line, concentrated manufacturing. The Orange- 
burg plant produces a few items only—makes them in 
large volume—and thereby keeps costs ag rock bottom. 

An entirely different technique is employed at the 
Algoma plant where the magnificent Algoma Grade 
panels are made. This plant manufactures a wide range 

1f plywood items—gives every panel individual, pains- 


Craftsman Grade Weldwood panel 















taking attention—and has one constant objective: to 
make the finest hardwood plywood possible. 

These differing manufacturing methods—plus the 
fact that only the choicest veneers are used for Algoma 
Grade Weldwood Plywood—mean lower costs and 
lower selling prices for Craftsman Grade Weldwood. 

At present the Orangeburg plant is turning out 
Craftsman Grade Weldwood in four popular decora- 
tive hardwoods... walnut, oak, 
birch and Korina. Sizes are 4‘ x 
8’, 4’ x 7', 4’ x 6’, all 14” thick, 
3-ply. 

We want you to see these pan- 
els at your first opportunity. Ask 
your Weldwood salesman for 
prices and complete information 
—or, better yet, phone your 
inquiry to your nearest United 
States Plywood warehouse. 


Y 


moisture 
RESISTANT welawcsd 
WELDWOOD PLYWOOD 





Look for this label on every 





UNITED STATES PLYWOOD CORPORATION 
NEW YORK 18, N. Y. 


Distributing units in Albany, Baltimore, Boston, Brooklyn, Buffalo, Chicago, 
Cincinnati, Cleveland, Detroit, Fresno, Glendale, Hartford, High Point, 


Indianapolis, New Hyde Park (L. I., N. Y.),- Los: Angeles, 


Toronto. Send inquiries to nearest point. 


WELDWOOD Plywood 


ilwaukee, 
Newark, New York, Oakland, Philadelphia, Pittsburgh, Portland, Ore., 
Richmond, Rochester, San Francisco, Seattle, St. Paul. Also U. S. Mengel 
Plywoods, Inc., distributing units in Atlanta, Birmingham, Dallas, Houston, 
Jacksonville, Kansas City, Kans., Louisville, New Orleans, San Antonio, 
St. Louis, Tampa. In Canada: United States Plywood of Canada, Limited, 






Weldwood* Hardwood Plywood 
Douglas Fir Weldwood 

Mengel Flush Doors 

Douglas Fir Doors 


Tekwood* (paper-faced plywood) 
Flexmetl 

Weldwood Glue* and other adhesives 
Weldtex* (striated plywood) 
Overhead Garage Doors Decorative Micarta 

Molded Plywood Flexwood* 

Armorply* (metal-faced plywood) Firzite* 

Weldwood Fire Doors 

Weldwood Flush Veneer Doors 


“Reg. U. S. Pat. Off. 





Interior grade Weldwood Plywood is guaranteed 


Plasti d Wood 
elded. fc : for the life of any building in which it is installed 


Welded for Good 
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The Second Sales Tool Is 
Point of Sale Display 


PEOPLE ENTER YOUR OFFICE and store for two rea- 
sons. Either they are drawn there by your advertising, 
or they come to buy a specific item or items that they 
have need for and have already decided to buy. In 
any event, the effective display of your merchandise 
helps immeasurably to clinth the sale, or by sugges- 
tive selling to increase the number of items the cus- 
tomer walks out with under his arm. 

Just as advertising is a tangible sales tool, so is 
merchandise display. If properly done, both from the 
standpoint of layout and arrangement, displays will 
sell. If improperly handled, the merchandise on your 
sales floor will be inert, inefficient, a wax museum 
insofar as moving products is concerned. 

Retail merchants in many fields rely on their stores 
for their entire income. As a result they have made 
the subject of merchandise display an exact science. 
They know how much money each square foot of space 
must contribute to gross sales. They know which 
specific areas in the store consistently sell better than 
others no matter what merchandise is_ exhibited. 
They know how to arrange fixtures and displays to 
divert traffic throughout the entire store. 

In addition, they know how fixtures should be made 
for various types of products, how high or low they 
should be for the most dramatic appeal, and how 
lighting or color can be used to enhance the appear- 
ance of the merchandise. 

Many of these point of sale techniques have been 
most successfully applied to merchandising of lum- 
ber and building materials. These will be discussed 
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for various products and packages in the following 
pages. But a few of the fundamentals that apply 
generally should be pointed out first and taken into 
consideration before approaching the subject of 
specific displays. 


INDENTIFY YOUR COMPANY, PRODUCTS, AND 
SERVICES ON THE OUTSIDE 

There is no reason why a retail lumber and material 
yard should not be attractively identified for all who 
pass by to see the company name. In addition, the 
dealer should list in some form or another the prod- 
ucts and services he has for sale. 


This need not be an expensive or elaborate affair. 
Many dealers use the side of their sheds that face a 
street to excellent advantage. Others mount decora- 
tive panels at vantage points on their property. Still 
more have employed various effective ways to do the 
same; electric signs, cutout letters mounted on the 
face of a building, pylons on top of their store, etc. 

But more important than anything else, identify 
your company and your services, and make the ex- 
ternal appearance of your yard inviting and: appeal- 
ing to all who come your way. 


WHAT ABOUT DISPLAY WINDOWS? 


Display windows usually follow one of two gen- 
eral patterns. 1) The Kind that permit a clear view 
of the entire sales area, thus making the whole store 
one big display from the outside; and 2) the kind 
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WINDOWS that showcase the entire store area have proved 
very popular in modern store designing. 




























































































CONSUMER stores need not be large. By using space 
efficiently a wide variety of materials can be displayed in a 
small area. 
































































































































STAGED windows permit the setting-up of attractive unit 
or bay displays for specific products or packages. 
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that are staged with sides and back that prevent look- 
ing into the store itself. 


The former type has proved most popular with 
lumber and building material dealers during recent 
years, not only because they present an impressive 
appearance to passers-by, but also because they re- 
quire no special window trimming or care. 


Staged windsw displays have many advantages, 
They permit the setting up of ingenious exhibits that 
unquestionably have powerful sales appeal, but they 
require care and should be changed periodical!y. This 
type is particularly suited to locations where there 
is heavy foot traffic, and where there is need for a full 
measure of wall space on the inside. 


In most cases the window with a pla‘form on the 
inside, upon which merchandise is placed, should be 
avoided. These require the attention and houseclean- 
ing of the staged display, yet they prevent a clear 
view of the entire store. Thus, they are in more 
cases than not, a nuisance rather than a sales help. 


In any event, no matter what kind of display win- 
dow is used, the view from without should be pleas- 
ing. Nothing gives a prospective customer a doubt- 
ful opinion of your company so quickly as a dusty, 
dingy, or disorderly appearance from the outside. 


HOW LARGE SHOULD A MATERIAL STORE BE? 


Unfortunately there is no rule of thumb formula 
that answers this question. That does not mean, how- 
ever, that an accurate figure cannot be arrived at. It 
does involve considerable calculation, according to the 
dealer’s particular requirements. 


As a basis with which to begin, it can be said that 
no sales room should be narrower than 24 feet in 
either dimension. Thus, the absolute minimum for 
the normal display of lumber and building products 
would be 24’ x 24’, and in most cases this is much too 
small. A much better size area should have a 30 foot 
narrow dimension by 50 feet; for 1,500 square feet 
of space is none too much room in which to ade- 
quately display the normal items handled by most 
lumber and building material dealers. 


All aisles should be at least 42 inches wide, and 
preferably 48 inches. This not only avoids an over- 
crowded appearance, but also minimizes traffic con- 
gestion during peak periods. 


The most effective stores are either square or 
rectangular in shape—rectangular being easiest to lay 
out. Generally speaking “L” or “U” shaped areas 
present certain problems that complicate arrange- 
ment. Odd shaped stores invariably have dead spots 
where traffic does not penetrate. 


Offices and counters should be placed so traffic has 
to move through most of the store before reaching 
it. A counter just inside a main entry will kill of 
95% of the traffic through a store. 


As for individual fixtures, these are covered in the 
various sections that follow. The current trend, how- 
ever, is for all display fixtures to be movable. No 
modern store should be static. It should be possible 
to change the entire arrangement at any time, quickly 
and easily, for your sales floor is the place where you 
dramatize your merchandise. An immovable store 
stifles the opportunity to alter and change it to suit 
changing merchandising seasons and conditions. 
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ADVERTISING and point-of-sale display, both essential 
parts to a successful merchandising program, are still 
timed and designed to make the actual job of closing 
a sale a little surer, a little easier for a salesman. 
Certainly advertising by itself will account for some 
sales. So will the displays in your store. 


But sales are made by people to people, and the 
most important factor in any sales activity is the 
salesman or saleswoman. And just as advertising and 
display are carefully planned and utilized, so should 
salespeople be trained and directed for the particular 
type of selling you want them to do. 


Salesmen for the lumber and building material 
dealer who concentrates on consumer selling may be 
of two types, depending on the dealer’s operations. 
One is the store clerk, whose main responsibility is 
to take care of the customers who come in. These 
salesmen should have a thorough acquaintance with 
all merchandise and the uses of each one. They should 
be pleasant and alert to analyze the customers’ state- 
ments in view of selling as many related items to the 
one asked for as possible. 


This is not loading the customer. In most cases a 
customer appreciates a salesman suggesting a list of 
items in addition to the one he may have requested. 
Very few items of merchandise that a customer may 
request are used entirely by themselves, and it is more 
than probable that the customer can be sold several 
of them. 


Suggestive selling is a form of package selling— 
the package being all the materials the customer will 
need to do the job he has in mind. A simple example 
would be a customer who asks for a can of paint. 
First, the salesman should find out what the paint is 
to be used for as a clue to the list of suggestions he 
should make. If the paint were to be used to paint 
a kitchen table, then paint remover, sandpaper, brush, 
turpentine, etc., would make logical suggestions. On 
the other hand, if the paint were to be applied on a 
house or barn, the suggestive list would also include 
ladders, bucket hanger, thinner, putty, caulking com- 
pound, ete. 
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The Third Sales Tool -- 


The Salesman 











The second type of dealer salesman is used to de- 
velop and close sales for all kinds of home and farm 
building repair, remodeling, maintenance, decoration, 
etc. In addition to being a salesman, he should know 
how to analyze and estimate, design and advise. 

This calls for tremendous versatility—and because 
it does, many dealers have held back from entering 
the consumer sales picture. But here is where proper 
training and direction are brought to bear. It is 
neither impossible nor impracticable to train an 
expert salesman in the light construction field. 

While it is unlikely that a dealer would find a trained 
man, he can at least find any number who by person- 
ality, ambition, and aptitude are salesmen. 

In every dealer’s organization there is at least one 
man who knows the complete building products pic- 
ture—either the dealer himself, or his estimator. 

Supplementing this knowledge with the excellent 
educational material that is available from manu- 
facturers, trade associations, state universities, gov- 
ernmental agencies, and libraries, it will not take 
long to create your own experts in all phases of your 
business. 

Good men, if properly directed, learn fast. Nor 
need they be a liability for a prolonged period. A 
new man can start paying his way very quickly, and 
be a money-maker for himself and for his company 
while learning. His learning, however, should be 
guided and directed at all times. 
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CEVELOPING PROSPECTS 

Prospects are developed in four ways: 1) as a re- 
sult of advertising; 2) by the salesmen themselves; 
3) by the recommendation of satisfied customers; and 
4) by a spontaneous need. 

Thus, it can be seen that the home improve- 
ment, repair, and improvement salesman cannot 
be an office man. He develops most of his prospects 
and does most of his selling on the outside, calling 
on people in their homes. He may use the office and 
store as a place to demonstrate, and here is where 
proper display is particularly helpful; but a high per- 
centage of his sales will be closed in the customer’s 
home. Very often this will be in the evening when 
both husband and wife are together. 





THE LUMBER and building products industry has ample 
material and facilities to train its own expert sales-service 
man. 





SALESMEN INCENTIVES 

Every good man is good because he is ambitious, 
He wants to earn money. A good man also has a high 
confidence in himself and his ability to earn. 

There are a number of proved plans for paying 
salesmen. The most satisfactory seems to be a nom. 
inal salary, with an additional commission based on 
the volume of business produced. Such a system 
offers the salesman the opportunity to earn an income 
in direct proportion to his production, and is equally 
fair to the employer. 













Some dealers also have salesmen working on a 
straight commission basis, with an adequate draw- 
ing account that applies against commissions. This 
too, is a satisfactory method. 


As for inside salesmen, incentives in the form of 
bonuses or small commissions over salary basec on 
sales have proved their worth. Many dealers will 
have a special bonus item each week, usually some 
slow mover that should be cleared out of inventory, 
or one which is overstocked. The extra incentive 
helps move it. 


































SALES MANAGEMENT 





All salesmen need a guiding hand. More than be- 
ing a check on sales volume, shrewd management 
teaches, inspires, and directs a man to do the best 
job for himself. . 

This point too has discouraged many dealers from 
organizing a sales department in their business. They 
have felt that it is necessary to find some experienced 
sales manager in addition to the salesmen. 

What they are too modest to realize is this. Due 
to their knowledge of their products and the com- 
munity they serve, plus their experience in the lum- 
ber and building products field, plus the know-how of 
yard management, they are themselves qualified to 
be excellent sales managers. 

The only thing that the dealer as the sales man- 
ager must be sure to do, is to co-ordinate the three 
tools of selling and make sure they are all working 
together at the same time, toward the same objec- 
tive. 
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When a customer needs glass. . . 


Sell Pennvernon... not just window glass” 


Tuat’s always a good policy. It’s your assurance of satisfied customers — whether they need 





glass to replace broken panes, or for new construction. And that means increased sales. When 
you sell quality “Pennvernon,” youre offering buyers a product that meets all the requirements 
of good sheet glass. “Pennvernon” has excellent visional properties. Both sides of the sheet 
have a brilliant surface finish, making it possible to glaze either side out. 





So, make it a practice to sell “Pennvernon”— not just “window glass.” It pays. 


Pennvernon Window Glass 


PAINTS GLASS - CHEMICALS - BRUSHES - PLASTICS 








rIETTSBURGH PLATE GLASS COMPANY 
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THE HOME DECORATING PACKAGE 









CUSTOMER HAS IDEA 
OF FINISHED RESULTS 
HE WANTS 

















1S DEALERS PROS- 
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A COMPLETE PACKAGE 
Ji ing INCLUDING LABOR & 

THE JOB HIMSELF MATERIALS OR TI 
mercl 
refinishin; 
ing is als 
repair wc 
package ¢ 
Space Ut: 
For th 
developed 
WALLS & CEILING FLOORS FIXTURES ACCESSORIES ait te 
inside sal 
A grea 
who are : 

the most 
1. One or more types of 1. Hardwood flooring. 1. Built-in cabinets, 1. Brushes, rollers, selves bu’ 
colors of paint, stain 2. Asphalt or rubber shelves, mantels. or other paint of materi 
water colors, varnish, tile. 2. Circulating fire- product applicators. is ual 
waterproof paint, primer, 3. Linoleum. places. 2. Rental sanding ieratio 
sealer, etc. 4. Materials and ac- 3. Doors & trim. machines. ky dun 
2. Patching plaster, spracht- cessories for re- 4. Door hardware. 3. Paint sprayer. group the 
ling compound, other sur- finishing hardwood 5. Accessory hardware, 4. Tools. ety of ¢ 
face preparation materials. floors. cabinet, closets, 5. Nails. please ev 
3. Wallpaper and borders. 5. Cement paint. kitchen, and bath. 6. Ladders. ; page 
4. Plywood, fir, pine redwood, 6. Waxes, cleaners, 6. Electrical fixtures, 7. Lumber for furring, dnote 
a hardwood, plain or special etc. wire, junctions, out- shelves, partition- ee 
surfaced—for customers who lets, plugs, switches, ing, etc. A wah 
want to entirely reface walls etc. 8. Cornices. hibuvee™ 
{also #5 & +6) 9. Mirrors. ier. we 
5. Decorative wallboards, pre- 10. Plate glass— eae 
finished hardboards double glazed panes. This .~ 
6. Metal mouldings. 11. Stairway, banisters, ‘lle 
7. All types of paneling lumber. wood or ornamental ieaheetal 
8. Cove moulding, baseboards, iron. ae a 
other trim. 12. Fireplace accessories. a 
9. Glass blocks. 13. Laundry & dust It mus 
10. Acoustical ceiling material. chutes, mail slots & ff °rating 
boxes, door knockers, J Many in: 
house numbers, etc. § jects. th 
. Venetian Blinds. In suc 
& custome} 
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The Home 
NHecoration 
Package 


Almost every item sold in a lumber and 
building product yard has use in some form 
or another as a decorating material. Are 
you taking advantage of this huge market 








OR THE PURPOSE of this outline on consumer 

merchandising, home decorating is defined as the 
refinishing of the living quarters of a home. Decorat- 
ing is also an important part of most remodeling and 
repair work, but as such it must be included in the 
package offered for those services. (See sections on 
Space Utilization Protection, Xmas Gifts). 


For the most part, home decorating business is 
developed by advertising—radio, newspaper, direct 
mail. Sales are made within your office or store by 
inside salesmen. 


A great many of the prospects are women, or men 
who are acting on instructions from their wives. For 
the most part the prospects want to do the work them- 
selves but do not know what or how much in the way 
of materials they .will need. 


The salesman who does the best job in selling home 
decorating materials should know both products and 
their decorating uses. He should also be able to 
group the materials you have to sell into a wide vari- 
ety of combinations—to suit every requirement— 
please every taste. 

A good way to learn this is to use the chart on the 





He would much prefer to deal with one person who 
can provide this service for him. The dealer who 
advertises decorating ideas but fails to provide the 
entire service is paying for developing business that 
may be enjoyed by a competitor. 


If a dealer cannot see his way clear to maintain 
mechanics on his payroll, and since home decorating 
involves so many crafts that it may seem inadvisable 
to do so, he can work out a satisfactory working 
arrangement with contractors or applicators who 
will do the work, and still maintain control of the 
sale and guarantee the business for himself. 


To any dealer who may feel that the home decorat- 
ing field presents too many organizational or manage- 
ment problems to be profitable, may we point out that 
it is a billion dollar market—that every home owner 
is a prospect for some phase of home decoration each 
year, year in and year out. 


A large percentage of sales in the decorating cate- 
gory is made on a cash basis, and is highly desirable 
from that standpoint. If the total package cost, how- 
ever, is higher than the average home owner can con- 
veniently pay for in one lump, facilities for install- 


bs opposite page as a guide. A salesman who will take ment payment should be made available. 

this chart and fill in the specific products he has to 

sell under each point, and then organize the manu- ADVERTISING HOME DECORATING 

facturer’s sales and educational material in the same _ 

order, will have a highly usable sales manual, as well The fundamentals of esa al advertising have 
nes. |S & Splendid text book with which to teach himself. pre ae “eo gh — a pe ed 4 
ay This, then used in conjunction with the AMERICAN of ; a See te f cae Pewee os Ind . 
ntal LUMBERMAN Dealer Products File will have all the Oe ae aa EE a 

Material necessary to do an excellent job of selling picture, story, and price. , , ‘ 
, home decorating packages. This formula can be applied both to multiple item 
1% : ads (those that include a number of products im a 

It must be considered also that not all home dec- single layout), and single item ads, (those that sell 

& orating work is done by the customer himself. In a specific product or idea). 
ers, B Many instances, particularly major redecorating pro- The former type is more desirable as a general rule, 
etc. B jects, the prospect will want the work done for him. because a number of decorating ideas and materials 


In such cases, the dealer must remember that the 
Customer is thinking in terms of the complete job. 
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can be grouped together under a major heading as 
a thought provoker for the people who read or hear 
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Dealers report .... 
sensational propits. . 
ath fart-selling . . . 
AMERICAN 
PLASTIC 


PORCELAIN 


THE FINEST SYNTHETIC PLASTIC 
WHITE ENAMEL EVER DEVELOPED! 





























ras) 


| 
Drimcan vantane 


N26 WW. NORTH B™ iL. 
WicAGO 22° 

















Here’s a sensational product that is delighting customers 


* Impervious to acid, alcohols, alkalis and dealers alike—American Plastic Porcelain. Thousands 


. ». gasproof and fumeproof as well. 














of enthusiastic users say this plastic enamel is superior by 








* Will not chip, scratch or crack — is far to any “similar” product on the market . . . dealers, 
free flowing, self-leveling and non- everywhere, agree there’s nothing like it for customer 
yellowing. satisfaction—repeat sales and profits! Find out more about 

this amazing “Best Seller” . . . Write today for complete 

information on American Plastic Porcelain! 




















* Covers solidly in one coat without 
leaving brush marks or streaks. 


















* Works freely under the brush with- ones pam " " ‘ 

i ing — dri ; ERS: Ask, too, about the many other mem- 

out sagging or running — dries with bers in AMERICAN’S family of top quality paints 

a full body. and varnishes that will pay you bigger, year-’round 

: , . profits. We invite you to send for particulars about 
* Gives a sparkling, ever-lasting white- representing the complete AMERICAN line. 



























ness no other enamel can provide. 




















Manufacturers of varnishes — paints — stains — lacquers — synthetic 
enamels — cello film — soldering flux and special coatings. 
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your .dvertising message. Let’s take a look at success- 
ful ways to advertise the various products you handle 
for home decoration. 

PAINT ADVERTISING 

Paint is one of the most universally used of all 
decorating materials. The annual sales to consumers 
is totaled in the millions of gallons. It is reasonably 
easy to apply and it does not require professional 
application to give satisfactory results. 

Effective paint advertising should have a strong 
head—a main idea you want to plant in the minds 
of a large group of people. Under that can be shown 
the types of paint you carry to satisfy that idea, also 
such accessory items as will be necessary to do the 
whole job. Describe each briefly and show the price. 

It is a good practice to figure how much it will cost 
to paint an average room and feature that cost either 
in your headline or in the copy. 

Then, put an action shot in your ad. A good way 
to do this is to group a representative package of 
materials and accessories together for a special today 
price. That doesn’t mean you have to cut the list price 
of any item. Just total the price of all components 
and show the total as a special. 

Spring, summer, and fall are good sales seasons for 
paint as a decorating material. It’s a good idea to 
tie in paint with the National Paint-up, Clean-up 
week and any other civic or seasonal event that will 
give your advertising special impetus. 

Because there are so many different kinds of paint 
for a wide variety of uses, special care is required to 
avoid confusion in its advertising. That’s why it is 
usually more effective to sell the idea for its use— 
then why your product is best for that use—next, 
that the price is no objection—and close with action. 

Manufacturers of paints and allied products pro- 
duce a wide variety of helpful mats and brochures. 
These should be considered in the planning of your 
home decorating advertising program. (See also 
Paint in the Home Protection Section). 

WALLPAPER 


About one in four lumber and building material 

dealers, sells wallpaper. Those that do usually com- 
bine its promotion with paint—as the two are closely 
allied by use in home decorating. 
_The same principles and methods of advertising 
just outlined for paint also apply to wallpaper. Those 
dealers who handle it are enthusiastic about its 
ability to draw customers to their store, and its value 
for the wide variety of other products that may be 
sold in connection with it. 

Wallpaper, however, is strictly a woman’s item. 
All advertising and promotion should be designed to 
appeal to the feminine buyer. 

PLYWOOD 

Plywoods of all types are becoming increasingly 
popular as wall surfacing materials. Because of the 
beautiful and striking effects they afford—and the 
pleasing setting they provide for furniture, rugs, and 
draperies—plywood is being used as a decorative 
material in older homes as well as new ones. 

These materials have many advantages. They are 
relatively easy to install, can be applied over any old 
wall, and provide a permanent, beautiful surface that 
requires slight maintenance. The sales appeal is par- 
Uculerly strong with customers whose walls are in 
poor -ondition and would require considerable repair 
befor» paint or plaster could be applied. 

_He-e again the most effective advertising sells the 
idea irst—then the available products to satisfy the 
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idea—the incidental aspect of the cost. Don’t forget 
the action. 


DECORATIVE WALLBOARDS — PREFINISHED HARDBOARDS 

Both of these types of products have a wide applica- 
tion in all kinds of remodeling work (See Section 
Space Utilization), but they also make excellent deco- 
rating materials. This is particularly true where the 
walls to be redecorated are in poor repair, and it is 
cheaper and more practical to recover the walls with 
one of these attractive, long-lasting board products. 

For maximum sales, advertising of these materials 
should strongly sell the idea. The product, as such, 
does not mean so much to the customer, as he in all 
probability is not familiar with it. But the idea of 
new, permanent walls at nominal cost makes sense 
to him, and provides the incentive that brings him 
into your office to find out more about it. 

LUMBER PANELING 

Paneling is also gaining popularity as a wall finish- 
ing material, for living, dining rooms, and doors, as 
well as recreation and rumpus rooms. (See Section— 
Space Utilization). The advertising considerations 
for these products are the same as have been discussed 
for Plywoods and Wallboards, and should be handled 
in the same manner. 

MOLDINGS, BASEBOARDS, TRIM 

No room decorating project is complete without 
cove molding, baseboard, trim, etc. This is particu- 
larly true with rooms where a new wall surfacing 
material has been applied. While in themselves, these 
items are not feature subjects for advertising, they 
certainly should be included in any package sale of 
room decoration. 

GLASS BLOCKS 

The wide versatility of glass blocks as a decorative 
material is rapidly becoming apparent to consumers. 
While the use and application are not quite so broad 
as some of the other materials discussed above, never- 
theless blocks can achieve some amazing decorative 
effects. Manufacturers of this product have prepared 
some fine idea books concerning its use which are 
most helpful in demonstrating its use in the modern 
home. 

ACOUSTICAL MATERIALS 

Because these products have found wide usage in 
offices and industrial buildings, many dealers have 
overlooked their application in homes. For rumpus 
rooms, dens, or music rooms, acoustical ceilings are 
highly desirable. Not only do they afford a pleasing 
appearance, but they reduce noise levels to a minimum 
and prevent sound transmission to other parts of the 
house. 

These performance features have wide appeal with 
home owners and should be stressed in all promotion 
and advertising. 

FLOORING MATERIALS 

Any decorating program should begiy with the 
floors, since attractive floors either make or break the 
appearance of a room. This point is particularly 
recognized by women. . 

The sale of floor covering materials includes various 
species and patterns of hardwood, asphalt and rubber 
tile, linoleum, and special cement paints for basement 
rooms, porches, etc. 

In addition, floor refinishing is an important part 
of decorating—as are the many accessory items such 
as sanding machines, sandpaper, cleaners, fillers, 
stains and waxes. 

First, let’s discuss floor refinishing. Without proper 
care hardwood floors become discolored and worn, 
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particularly where traffic is concentrated and where 
floors are unprotected. The only way to restore badly 
worn floors to their original beauty is by resanding. 

Modern sanding machines are so efficient and so 
easy to operate that the average home owner can do a 
highly satisfactory job of refinishing his own floors. 

Many dealers handle these machines on a rental 
basis, and include advertising of this service in all of 
their decorating ads. Not only do they appeal to the 
women by stressing the beauty and sparkle of newly 
finished floors, but they stress the ease and economy 
of doing it for the benefit of the home owner. 

Many older homes do not have hardwood floors. 
Over the years the existing boards have become so 
worn and dingy that a new covering is the only 
answer. These can be faced with hardwood, asphalt 
or rubber tile, or linoleum, according to the customer’s 
requirements and tastes. 

For a satisfactory job, however, the old floor must 
be properly leveled and secored before the new floor 
is laid. This requires skill, as does the laying of any 
of the above materials. 

Thus a package reflooring sale should include mate- 
rials and labor—in other words, the complete, ready 
for service job. It should be advertised accordingly. 


BUILT-IN CABINETS, SHELVES, CLOSETS 


Dealers who have actively promoted the sale of 
build-ins of all types have proved beyond question that 
these items are in high demand by home owners 
everywhere. 

This is quite understandable—for the average 
American home is far short of adequate storage space, 
not only for clothing and linens, but for practically 
all family possessions. 

An excellent time to interest a prospect in these 
space utilizing accessories is when he is thinking 
about decorating or remodeling. 

There is one of these items for every room of the 
house: kitchen, bath, bedroom, breakfast nook, dining 
and living rooms, laundry and play rooms. These are 
discussed in more detail in the Space Utilization Sec- 
tion of this issue, but since they also fit so well into 





HERE is a unique way to dramatize the beauty of refinished 


hardware floors and the machines with which to do the job. 
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home decorating promotion, every dealer and his 
salesmen should be constantly alert to suggest how 
one or more units can serve a highly decorative and 
utilitarian purpose in any home where the owner js 
planning to redecorate. 


FIREPLACES AND MANTELS 

Many fireplaces and mantels are obsolete in style 
inefficient in service. The dealer who points out how 
easy and inexpensive it is to have a new, highly 
efficient unit installed will be gratified at the business 
he can develop. 

While the installation of a circulating fireplace jp 
an existing chimney is a specialized job, it can be 
accomplished; and the advantages in higher efficiency 
and a lowering of the burden on the central heating 
plant appeals to the thrifty home owner. 

In warmer sections of the country where fireplaces 
are a main source of heat in the winter, these units 
are particularly useful for their ability to circulate 
warmth over a wide floor area, which makes them 
more than an ornamental fixture in the home. 

Any one of the many attractive pre-built mantel 
that blend harmoniously with any room furnishings, 
is sure to be included with all fireplace jobs, as well 
as the hearth fixtures, screens, and tools that complete 
the job and make the fireplace ready for use. 

Since this is a job that will in most cases be supplied 
completely installed, the dealer should have an ar- 
rangement with a contractor or craftsman who will 
do the work. It is also a good idea to work out the 
cost of a typical installation, break it down to a 
monthly payment figure. Thus, an approximate cost 
figure can be supplied to the prospect when he comes 
in to inquire about such a job. 


HARDWARE 


Almost. every decorating prospect presents the op- 
portunity to sell many items of hardware for doors 
and windows, as well as the various accessory items 
that have so many uses in every home. When it is 
pointed out to the customer how much these items 
will add to the decorative scheme he is trying to 
achieve, he will in a high percentage of cases, include 
them in his overall program. (See Chart at the begin- 
ning of this article). 

These items, insofar as home decorating advertising 
is concerned, are usually not lead items around which 
an ad is built, but they should be included in all ides- 
stimulating ads. They will strengthen the story and 
lead to a higher percentage of prospects who will 
include them in their decorating planning without 
further suggestion by the salesman. 

ELECTRICAL FIXTURES 

Electrical fixtures, conduit, junctions, outlets, 
switches, etc., are a usual part of any decorative 
planning—particularly fixtures. Many dealers wh0 
have added these products have found that the sale to 
consumers has been larger than to contractors whom 
they supplied—even during the past few years of 
boom building. 


ACCESSORIES 

The small accessory items used in connection with 
all home decorating are important and necessary t? 
complete the job. The salesman who is quick t0 
analyze what these might be, according to the package 
the customer is buying, will move a large volume. 
As a check list to remind salesmen of these deale! 
services what decorating jobs may include in the way 
of accessories, refer to the chart at the beginning of 
this article. 
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Point of Sale Display 


for Decorating Products 


T HERE IS nothing static or stereotyped about the 
display of any product. Just as in all other seg- 
ments of merchandising, ingenuity, resourcefulness, 
imagination, and a flare for dramatic effects, play an 
important part in the planning of displays that sell. 

Display fixtures—shelves, racks, islands, cabinets, 
etc., are more than places to store merchandise. They 
are sales fixtures—their purpose is to sell the prod- 
ucts. The place for inventory storage is in the ware- 
house, except for certain small items that can be more 
conveniently and effectively stocked on the sales floor. 

Nor is there any specific single way that any prod- 
uct should be displayed. As a matter of fact, every 
product the dealer handles can be effectively exhibited 
several ways and should be during the year, according 
to high points of sales effort and promotion. 

Generally speaking, items that are related by use 
and application should be arranged as closely together 
as practicable in a store. All items should be priced; 
posters, signs, placards, and other attention getters 
are essential. 

Every display should be an organized unit, kept 
clean, neat, and attractive at all times. Special light- 
ing can be used to excellent advantage, particularly 
if the top illumination fails to give proper snap and 
sparkle to the display. 

Here are some ideas for displaying the products 
covered in this section on home decorating materials. 


PAINT, WALLPAPER, AND ALLIED PRODUCTS 

A dealer who handles all of these items should 
group them together in a store. The same applies to 
paint and its allied products if wallpaper is not 
carried. 

Paint can be effectively displayed either in a wall 
cabinet or a specially adapted island. Wall cabinets 
should not be separated from customer traffic by a 
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counter or other barrier as it is desirable for the 
display to invite customers up to it. 


The stock is usually arranged with the larger con- 
tainers on the lower shelves, graduating to the smaller 
sizes upward. The top shelf should be within easy 
reach. That is why modern store fixtures, from which 
merchandise is directly sold, are seldom designed 
over 7 feet high, with the top shelf some 8 inches 
less. 


The visibility of all merchandise from eye level 
is very important, and that which is either too high 
or too low for easy access and identification, is wasted 
insofar as display is concerned. 


Island paint displays which permit even closer cus- 
tomer inspection than wall shelves, require somewhat 
more housecleaning to keep them orderly. But this 
disadvantage is largely offset by putting the product 
within easy sight and touch of the customer. 


During special sales drives on paint, mass displays 
of cans upon cans, arranged on a circular platform 
just inside the main entrance, by the cash register, 
or other strategic spots in the store are highly de- 
sirable. With the possible exception of this last 
method, allied paint products are displayed in exactly 
the same way. 

Most manufacturers of brushes have developed ef- 
fective racks and holders for their products, which 
display the various sizes in hangers that hold the 
brushes in an upright possition. These have been 
found to be more effective than when laid flat in island 
trays. 

Some dealers devote a section of their paint shelf 
to brushes. By putting cabinet doors on the section 
and mounting them with samples of the various 
brushes carried on the shelves within, they accom- 
plish the same results. 
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AN attractive point-of-sale cabinet hardware panel is incor- 
porated in the paint display above. Careful exhibiting of 
associated products results in larger unit sales. The home 
decorating department below is planned and laid-out to 
appeal to the feminine buyer. 


MASS displays of large paint containers are effective “atten- 
tion getters”, particularly during special promotions. 
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WALLPAPER 

An effective wallpaper display requires carefy] 
planning. First it must be attractive to women, and 
must present the samples so that they will show up 
to best advantage. The lighting should be such that 
it reveals the true colors of the papers; and above al] 
it must provide for the storage and handling of 
samples to prevent them from becoming soiled or 
wrinkled. 

Most wallpaper displays also include a desk, table, 
and chairs for the customer to look through sample 
books. Since this is usually a leisurely process, such 
a facility enables a salesman to wait on several cus- 
tomers at the same time. 

PLYWOOD, DECORATIVE WALLBOARDS, PREFINISHED HARDBOARDS 

There are several highly satisfactory methods to 
display board products of all types. Probably the 
most effective is the swing rack display. This permits 
a large number of full size samples to be exhibited 
in a small area, any of which can be inspected at any 
time. 

This display is easy to construct. It consists simply 
of .a central mounting board that will accommodate 
hinges or swivel hangers for each panel to be dis- 
played. 

Many dealers have decorated the walls of their 
offices, stores, and fixtures with various types of ply- 
woods, hardboards, and wallboards, which they use as 
graphic exhibits of these products. 

This method is excellent, but there are a couple of 
points of caution that should be mentioned concerning 
it. First, when a number of these products, each one 
covering a small area, are combined into one room, 
they must be grouped and finished to give an over-all 
pleasing effect. If not, a very unpleasing appearance 
is apt to result, one that does not do proper credit to 
any of the materials shown; and one that gives the 
entire room a disorganized look. Another considera- 
tion is that when materials of this type are used to 
construct or face display fixtures, they should not 
overshadow the merchandise that the fixtures display. 
A common fault of some stores and fixtures is that 
they are over decorated. Consequently, they detract 
from, rather than enhance the appearance of the 
merchandise. 

LUMBER, PANELING 

Paneling may be displayed in much the same 

fashion as board products; the larger the sample, the 


A PATTERN display of brushes not only exhibits them 


well, but creates an overall pleasing appearance. 
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FULL DEALER PROTECTION 
is provided for in the definite sales policy of 
Fremont Rubber Company—the world’s largest _ 
producer of rubber tile. - 























READILY AVAILABLE FROM 
JOBBER STOCKS EVERYWHERE 


@ Beautiful plain and marbleized fade- 
resistant colors. 


@ Easy to keep spotlessly clean. 


@ Extremely long wearing. Resists dent- 
ing and scuffing. 


@ Fire-resistant. Burning cigarettes leave 
no permanent blemish. 


@ Cushions every step. Suppresses sound. 
Lessens fatigue. 


FREMONT 
GREASE-PROOF TILE 


; Impervious to ordinary grease, oil, petro- 

leum, animal fats and citrus juices. Unaf- 
CUSTOM INSERTS PERMIT PERSONALIZED FLOORS Sched by eolinany adic ad adios. Wael 
for kitchens, restaurants, industry, auto 
showrooms, bakeries, filling stations, etc. 





















Fremont Rubber Tile is also 
available with die cut centers, 
diagonals, polka dots and 
stars which may be removed 
and other colors inserted. 
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THE point-of-sale displays above and at right, that man- 


plements to the regular store fixtures. Special textured 
ufacturers develop for their products are excellent sup- panels are used effectively in the counter shown below. 







better able is a prospect to visualize how it will look 
on the surface he intends to cover. 

As for lumber, there are several interesting and 
dramatic ways to display the various sizes and species. 
When it is considered that standard lumber forms the 
basis of practically every home decorating, remodel- 
ing, improvement, and maintenance job, in addition 
to its indispensable use in construction of all kinds, 
it is certainly the product in every yard that should 
be given prominence. 

No other material in the dealer’s yard accounts for 
as much unsolicited traffic as lumber. Every home 
owner has use for some sort of lumber at least several 
times each year. 

Most dealers consider their sheds as their displays, 
and this is certainly an effective exhibit. Neat bins 
of clean lumber make an impressive sight. 

But there are a few other factors to consider. The 
average home owner customer is unfamiliar with 
standard nomenclature, species, and recommended 
uses. He comes to a yard to buy a piece or pieces of 
lumber for a job he has in mind. In many cases he 

doesn’t know what dimensions he wants, or how much 
SWING type racks are excellent fixtures for doors, as well will be needed. He probably does not know one species 
as all kinds of board products. f ; ‘ : 
rom another, or which is the best for his use. 

Therefore, the dealer must be a consultant, and 
estimator, as well as salesman in these small unit 
sales. The easier he makes it on himself and the cus- 
tomer, the easier these sales are to handle, and the 
more profitable. 

A very attractive and useful lumber display can 
be arranged around a pillar or bearing post in a 
store; consisting of nothing more than a circular 
platform upon which samples of boards and dimension 
are stood loosely, leaning slightly and resting on 4 
circular retainer around the pillar or post near the 
ceiling. Each piece of lumber should be clearly iden- 


tified as to species, dimension, and cost per “lineal” 
foot. 


Many other dealers have small lumber “dollies” 
neatly stacked with short lengths of boards, dimen- 
sions, etc., on display in their sales rooms. Some have 
built small sections of house framing which show 
standard construction details as well as the lumber. 


MOLDINGS 


Moldings have been rather perplexing items to dis- 
play. Manufacturers of metal moldings that are used 
for trim with prefinished hardboards and similar 
products, have developed very attractive and effective 
sales fixtures that not only display the various types 
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THIS YEAR—Farmers 
Need 700 Million 
Bushels of NEW 
Storage for Corn 


—according fo U. S. 






Government estimates. 
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ol Sell Farmers Complete Bins; 

ms Pre-build them in Your Own Shop or 

ins Tie-up with a Local Farm Contractor 

he 

: THIS ADVANCED-DESIGN corn crib—and the other bins listed 

of at the right—can bring added profit to you, right now. All 

“ are ideal for storing corn and small grains; all are suited 

. to easy prefabrication and rapid field assembly. 

d Sell the complete bin, to profit on both materials and con- 

it struction: Pre-build units in your own shop, or tie-up with 

a . ast . 

. a local farm contractor. Big, rigid panels of Exterior ply- 
wood cut fabrication costs, speed final assembly, assure 
durable, tight, long-lasting structures. 





BONDED WITH COMPLETELY WATERPROOF 


Here’s an opportunity for quick volume now—plus an 
added chance to get into the big farm market for Exterior 


plywood. Take it! Send for plans—today. 


Exterior-Type 


Douglas Fir 


PLYWOOD yy, 


Large, Light, Strong, Real Wood Panels 






PHENOLIC RESIN ADHESIVE 
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NEW, ADVANCED-DESIGN 


1200-bu. Corn Crib for Natural or 
Forced- Air Curing 


This modern storage unit is planned especially for 
natural or forced-air drying. 8’ wide (variable for 
different climates) x 12’ high x 16’ long. Plywood 
roof, floor, ends; standard crib stock sides. Plans 
free from Douglas Fir Plywood Association, Tacoma 
2, Wash., or 848 Daily News Bldg., Chicago 6. 


DOUBLE-PURPOSE STORAGE 
STRUCTURES 


MovasteE Hoc Feeper providing 300 bushel 
storage for corn or small grains. 10’ x 16’. Plan 
77613, from Midwest Plan Service, Ames, Iowa. 
15c. 


400-Bu. Hoc Freeper. A movable, dual-purpose 
storage unit. Protected feeding trough. 8’ x 12’ 
with 7’ studs. Plan 77614, from Midwest Plan 
Service, Ames, Iowa. 15c. 


DousLE Farrowinc House convertible to 300- 
bu. storage. Movable. 8’ x 12’. Plan 72626, from 
Midwest Plan Service, Ames, Iowa. 15c. 


GRAIN BINS 


3200-Bu. Semi-PERMANENT bin for corn or 
small grains. A minimum-cost circular bin, 20’ 
in diameter. Plan free from Douglas Fir Ply- 
wood Association, Tacoma 2, Wash., or 848 
Daily News Bldg., Chicago 6. 


1000-Bu. Rounp Brn. A permanent bin, 14° in 
diameter, 8’ high. Plan free from Douglas Fir 
Plywood Association, Tacoma 2, Wash., or 848 
Daily News Bldg., Chicago 6. 


400-Bu. Movas_e Square Bin. 8’ x 8’ and 8’ 
high. Several can be grouped. Plan free from 
Douglas Fir Plywood Association, Tacoma 2, 
Wash., or 848 Daily News Bldg., Chicago 6. 


2000-Bu. RecTANGULAR Bin. 16’ x 20’ and 8’ 
high. Demountable, convertible, expandable to 
capacities up to 3600 bu. Plan 73294, from 
Midwest Plan Service, Ames, Iowa. 45c. 


1100-Bu. Recrancucar Brn. 12’ x 16’ and 7’ 
high. Other sizes possible with plan. Converti- 
ble to other uses. Plan 73296, from Midwest 
Plan Service, Ames, Iowa. 15c. 
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but which also neatly contain a representative stock. 
In addition, a buy display showing a factual installa- 
tion of a kitchen or bathroom, presents an excellent 
way to show these products in actual use. (See 
Kitchen and Bath displays in Section—Space Utiliza- 
tion.) 

Wood moldings present a different problem. There 
are so many different patterns for so many uses and 
the lengths of stock pieces are too long to be dis- 
played in a store, that to have them all on display for 
customer inspection in a reasonable space is not so 
easy. And yet it is highly desirable to have a molding 
display of some sort in a store. 

Several satisfactory alternatives have been devel- 
oped. One of these is to screw a hook into the end of 
12” or 18” lengths of molding which are hung on a 
wall panel board. If wall space for such a board is 
not available, the sample moldings can be hung on 
several smaller panels that swing on hinges in the 
same manner as described in the discussion of wall- 
board display. 

The hook and eye method of mounting is more ad- 
visable than to rigidly fasten the samples to the 
panel or panels. Each one can be taken off and in- 
spected; an important point in consumer selling. 


GLASS BLOCKS, GLASS PRODUCTS 


Glass blocks make excellent mass displays when 
used in actual walls or partitions. These may either 
be an integral part of the building, or built-up espe- 
cially for display purposes. When used as bay sepa- 
rators, counters, office partitions, etc., glass blocks 
add decoration to the store, as well as affording effec- 
tive exhibits of the product in actual use. 

An important factor in this regard is that, when 
set up with the specially made wood separators, in- 
stead of mortar, glass blocks form a substantial par- 
tition that can be dismounted and moved at will. 

In addition, small compact displays for counters or 
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THIS island display of hardware permits the customer to 
closely inspect the items exhibited. 
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sales tables are available from manufacturers. Theg 
when used in connection with the blocks in actual uy 
will help a customer crystallize the idea in his minj 
that he can use them for the project of decoration 
remodeling he is planning for his own home. 

As for glass panes, there is always a consumer de. 
mand in every trading area. Most of this is to re 
place broken or cracked panes that are common . 
currances in almost every home. 

To accommodate this business, most dealers have 
a glazing room near or adjacent to their sales roon, 
This contains the stock of glass, cutter, and facilities 
for glazing sash and doors. 

Several years ago a large line yard tried an ey. 
periment. They built a small rack to hold the most 
common sizes of glass and moved it into their sales 
rooms. Immediately the sales of these panes jumpei 
substantially. The reason was this. Many people 
have cracked or broken panes somewhere in their 
home or garage, but they put-off or forget to replace 
them. When they enter the dealer’s store and see the 
rack, they are reminded of them. Of course, they do 
not know the exact size, but will buy a pane they 
know will be adequate, a glass cutter, glazing con- 
pound, and a putty knife; in order to be able to take 
care of the whole job when they get home. 

No lumber and material store is complete without 
a dramatic exhibit of the double glazed glass that is 
becoming such an important factor in new home and 
other construction. Because of the high insulation 
value that this product provides, it is unexcelled for 
picture windows and other wide expanses of glass. 
Double glazed panes also have wide sales appeal in 
all remodeling jobs where windows are added or 
altered. 

Displays of double glazing need not be large. A 
cut-away sample, if presented dramatically, with a 
poster or card displayed with it, to show its advan- 
tages and performance features, makes an excellent 


HARD WAR 


NAIL bins below a hardware cabinet provide convenient 
storage for this important item. 
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exhibit. Manufacturers have developed such point of 


ACOUSTICAL MATERIALS 

The display of these materials is discussed in de- 
tail in the following section “Space Utilization,” as 
they have equal sales appeal for customers planning 
remodeling projects as well as redecorating jobs for 
their homes. 


FLOORING MATERIALS 

Flooring materials also are an integral part of al- 
most every remodeling job; in addition to their im- 
portant consideration as a part of every decorating 
program. Since the display problems are the same 
for both, however, a complete discussion of effective 
point-of-sale displays is included in the Section, 
“Space Utilization.” 


HARDWARE 


The broad classification of hardware includes many 
items. First the builders’ hardware for doors and 
windows includes in itself a wide selection of metals, 
finishes, styles, and types. Cabinet hardware also 
embraces a wide range of items. Accessory hardware, 
covering kitchen, bath, laundry, and closet fixtures 
are necessary conveniences in every home, old or new. 
In addition, there are scores of specialty hardware 
products; house numbers, door knockers, chimes, mail 
boxes and slots, dust and laundry chutes, ornamental 
grills, banisters, etc.; and many others. 

A dealer who may feel that some of these items are 
beyond the scope of a lumber and materials yard must 
recognize that he is the logical source for them. Just 
as the bulk of the nation’s sales of builders’ hardware 
today is sold by the material dealer because it is 
allied so closely with the products he handles upon 
which it is installed; so is true of all the others. 

The customer thinking of a package, would prefer 
to buy everything necessary to complete it from a 
single source. To overlook this point is to pass over 







THIS cutaway display of a circulating fireplace offers un- 
usual sales power for all items that make up the fireplace 
package. 
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sales helps for this specific purpose that are splendid. ° 





one of the fundamental factors that dictate buying 
habits. 


Leading builders’ hardware manufacturers have 
developed cabinet-type display fixtures that permit 
product display on the doors with stock storage on 
shelves within. These are ideal, and the majority of 
dealers have found that the cabinet display, whether 
one of these, or one of their own design, has more 
sales appeal and inventory control convenience than 
other types. 


This is true for several reasons. The products are 
in full view at a pleasing height for eye-level inspec- 
tion. When mounted on a cabinet door they stay neat 
and orderly with a minimum of store housekeeping. 
The same is true of accessory, specialty, and cabinet 
items, and the entire hardware department can be 
grouped in the same store area—another advantage 
from the standpoint of layout. 


But in this regard there is another point-of-sale 
consideration. As you will read in more detail in the 
section covering the display of packages for home 
modernization and improvement (Space Utilization 
Section), the bay type of exhibit is most effective. 
In these, according to the particular package, the 
panel displays of individual products which most 
manufacturers have available for their dealers make 
excellent accessories. 


For example, individual locksets as accessories to 
a millwork bay; cabinet hardware panels in the kit- 
chen, bath, or laundry displays; accessory or specialty 
hardware panels also in the above; will help sell the 
complete package; for they enable the prospect to 
visualize the hardware item on the fixture he is plan- 
ning to buy. 


FIREPLACES AND FIREPLACE ACCESSORIES 


A circulating fireplace display, perhaps in cut away 
showing its operation and installation, complete with 
hearth and mantel; and about which are grouped sev- 



































a | i I 
LIGHTING fixtures mounted as they will appear in service 
help a customer select the type best suited to his home. 
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eral sets of fixtures, makes a powerful point-of-sale 
tool for all these items. 

Almost everyone enjoys the cheerfulness, comfort, 
and graciousness of a fireplace. For that reason, all 
products connected with it have strong sales appeal. 
Make your display convey these points; plus emphasis 
on nominal cost and ease of installation, and sales 
volume will respond: amazingly. 


ELECTRICAL FIXTURES 


These products also embrace a wide variety of 
types and styles. Effective display is not particularly 
difficult, but it must include certain elements of plan- 
ning, and a certain amount of space. 

Electrical fixtures can be included as a part of the 
paint and wallpaper department; in a corner or a 
bay; or it can be designed as a unit of its own. The 
former is perhaps more desirable, particularly if 
space is a problem. 

Since fixtures are made for both ceiling and wall 
installation, some of both in the store should be used 
for this display. Actual samples are the main element 
of the exhibit, and all should be wired so they can 
be lighted. These will require housekeeping, and must 
be kept clean and bright at all times. Also it is poor 
practice to sell any fixture direct from the display. 
This leaves an unsightly blank which detracts from 
the entire exhibit. Granted, this is oftentimes hard 
to avoid; but nevertheless the practice should be 
shunned. 

The dealer who specializes in package selling will 
find that fixtures play an important part in a wide 
range of decorating, remodeling, and improvement 
work. Thus he is able to sell a large volume of these 
items and develop the line into one of important 
profits to his overall business. 


ACCESSORY ITEMS 


Jnder this heading falls a tremendous range of 
products, sizes, types of containers, etc. It would be 
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NOTE how the products grouped together in the corner of 
this store are allied by use and application—an important 
aid to suggestive selling. 


impossible in a brief discussion of this kind to cover 
them all; but there are a few general rules that may 
be applied to most that will help a dealer display them 
efficiently and effectively. 

Island display fixtures, with partitioned trays are 
best suited to small items, bottles and cans. In most 
cases they should not be displayed on tables or shelves, 
as they are too easily scattered and disorganized. 
Conversely, large or bulky items do not display at- 
tractively on an island but look far better on a table 
or shelf. An eye for neatness and attractiveness is the 
best guide to proper display of these products; keep- 
ing in mind that the main thing to avoid in all ar- 
rangement, layout, and display is a cluttered or dis- 
organized appearance. 

There are two lines of accessory items, however, 
that are of sufficient general interest to warrant spe- 
cial consideration at this time. These are tools and 
nails. 


TOOLS 


For the most part, hand tools are best displayed 
in a wall type rack in which the mass groupings of 
the tools themselves make up the principal element. 
Hooks, pegs, and shelves, specially spaced and adapted 
on a panel will accommodate saws, hammers, hatchets, 
planes, levels, large screwdrivers and chisels, drills, 
etc. Beneath this, at table height, trays for small 
items such as punches, screwdrivers, chisels, knives, 
bits, scribes, rules, etc., are desirable. Below this, 
shelves covered by cabinet doors will accommodate 
an adequate stock of all these items. 

Power tools are best exhibited in a different way. 
Many dealers who have developed a substantial volume 
of this business have found that a large work bench 
with the stationary tools fastened to or grouped about 
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Promote Soil Conservation 


F the farmers in your area stay prosperous, the hardware and 
building supply dealers enjoy better business, too. This is a well- 
established economic fact. 


What’s more, recent surveys made by the government show soil 
conservation pays handsome dividends. On farms totaling 3,972,173 
acres, farmers reported an average increase in crop yield of 35.7% 
where soil conservation methods were used. 


A soil conservation program usually means a re-location of fences. 


T : . More customers will come to your store when you can 
New fences are built around wood lots and ponds to keep livestock sebgl Us Galati Canin tera Gl een 
out. More efficient farm layouts call for additional fence. Gullies gram. American Fence, Poultry Netting, Barbed Wire and 


are filled in and planted with trees. These must be protected with poe _— Wire Products ere the brand most in 
. : ; : emand. 
adequate fencing. For all these uses, American Fence is the ideal 
product. It keeps cattle and poultry where they belong—saves the ~ AMERICAN STEEL & WIRE COMPANY, 
Racer intes al times GENERAL OFFICES: CLEVELAND, OHIO 
a : ' ; COLUMBIA STEEL COMPANY, SAN FRANCISCO 
For quick information on soil conservation, write for our booklet, TENNESSEE COAL, IRON & RAILROAD COMPANY, 
It’s Your Top Soil.” This will enable you to talk intelligently with 


BIRMINGHAM 
farmers about starting a program in your area. UNITED STATES STEEL EXPORT COMPANY, NEW YORK 
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AMERICAN FENCE 
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about it, and the portable types neatly arranged on it, 
will stop every man that passes by. 

Craftsmen are not the only prospects for these 
tools. The average home owner who is looking for a 
hobby for himself or his son is also a tremendous 
source Of power tool business. This is exemplified 
by the fact that the home workshop is the fastest 
growing hobby in the country today. The dealer who 
encourages this business is not only realizing a nice 
profit from it but is also setting himself up to receive 
a steady volume of materials. 

Displays should be appealing and realistic. The 
more the tools look like the customer would like to 
see them installed in his own workshop, the harder 
they will be for him to resist. 


NAILS 


Very few lumber and building material dealers do 
not sell nails. They are to him what cigarettes are 
to the drug store. While the unit sale of nails is 
usually small, they are responsible for bringing many 
people into the dealer’s store; and a sale of nails 
often is accompanied by other items. 

But nails are rather difficult to stock in a store 
where space is limited; there is no way or no reason 
to display them dramatically. “What to do with nails,” 
is a question often asked by dealers who are planning 
new and modern store layouts. 

There are several satisfactory ways to keep an 
adequate stock of nails in a store; attractive, compact, 
and still entirely serviceable. First is the commonly 
seen “below cabinet” bins. When nail bins are in- 
stalled below a hardware, tool, paint, or other wall 
shelves or cabinets, (from floor level to not more thon 
40’) they utilize the space well. The only point about 
this method is that if a full line is carried, and the 
bins are large enough to hold a keg each, the space 
they require covers at least 16’, and in many stores 
that is considerable room to allow to any one product. 

Also the below cabinet bins take away some highly 
usable space from the products displayed above, and 
tend to stretch them out rather than concentrate 
them. 

To avoid this, dealers have tried various other 
methods. One is to build the bins on the store side 
of the general sales counter. Another is to incorporate 
the bins all the way around an island type table, using 
the top for either table or island display—sometimes 
as a cutting and measuring table for - screening, 
electric wire, etc. 

A table 4’x8’, with two rows of bins on the sides 
only will hold 16 kegs of nails in as many bins. A 
12’ table with bins all the way around or on the 
sides only will accommodate 24 kegs. The dealer 
who wants to stock 36 or more sizes and types of nails 
in this type of fixture however, is immediately faced 
with the problem of space. 


The tiered tray bins used in many factories to 
stock small parts along an assembly line have been 
satisfactorily adapted to the lumber dealer store for 
the handling of nails. These are made of metal, have 
three or four circular shelves, fashioned to hold bulk 
items. These racks have 18 to 24 individual bins; 
but they are not quite large enough to hold a full 
keg in each. To a dealer where this is no factor, the 
rotary bin is an excellent, compact store merchan- 
diser for nails. 





\T right are three examples of attractive and effective set- 
up window displays for small items. 
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THE SPACE UTILIZATION PACKAGE 





Customer has idea for remodeling or repair job. Aside 
from general picture of finished result he wants, cus- 
tomer has no definite formula or knows the exact cost. 





T 





He comes to the dealer as a result of advertising, pub- 
licity, or a definite need. He wants the dealer to sup- 
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EITHER 
The complete, ready-to-use job, including materials and 
labor in one price, with financing facilities for repay- 
ment in monthly installments. 


himself. 








OR 
The complete bill of materials for the customer to install 





THE PACKAGE 





KITCHEN & 
BATH 
REMODEL- 
ING 


ATTIC 
ROOMS 
BASEMENT 
ROOMS 
ADDITIONAL 
ROOMS 
LAUNDRY 
ROOMS 
HOME 
WORK- 
SHOPS 
PORCHES & 
SUNROOMS 
GARAGES 
FARM 
BUILDINGS 
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Flooring 


Ceilings 


Fixtures 





Construction 
Materials 
for 

Majo: 
Remodeling 
or 
New 


Construction 


MATERIALS 


Lumber for furring, partitioning, sub-flooring, replacing damaged mem- 
bers, etc. 


Make-Ready Metal or panel lath, corner bead, metal arches. 
Materials Plaster, sprachtling compound. Pipe and other plumbing fittings if 


required, 


Ceramic tile; asphalt or rubber tile; linoleum; base felt; baseboard & 
quarter round; threshold. 


Prefinished hardboard, tileboard}.ceramic, plastic tile, linoleum; metal 
molding; decorative wallboard; paint or enamel; doors and hardware; 
windows and trim; wallpaper; paneling. 


Paint or enamel; decorative wallboard; prefinished hardboard; wall- 
paper; acoustical material. 


Sink, cabinets, shelves, & other built-ins; plumbing fixtures; electrical 
fixtures, including outlets, switches and necessary wiring. 

Dishwasher, garbage disposal units, range, refrigerator, etc. 

Accessory hardware—cabinet, racks, holders, etc. 

Medicine cabinets. 


Cement for fastings, slabs; concrete blocks; mortar; brick; termite 
shield; lumber for framing; treated lumber for expired or unexcavated 
sections; sheathing; siding; roofing; building paper; gutters, downspouts; 
flashing; waterproofing; drain tile; insulation; plaster, lath; wallboards— 
all types; trim; electrical wiring, fixtures; sub flooring; sash and doors; 
storm windows, doors, screens; weatherstrip; paint; caulking compound; 
plywood—exterior & interior; plumbing & heating items as required by 
job; farm building equipment as required by job; glass blocks, double 
glazing, plastic glazing. 


Flooring—all types; decorative wallboards; prefinished hardboard; wall- 
paper; plywood; wood paneling; built-ins—all types; paint—oil & water 
base; cement paint; acoustical materials; inside doors & hardware; 
accessory hardware; light fixtures and wiring; garage doors & hardware; 
attic access doors; stairways, banisters; metal & wood trim; closet hard- 
ware; accessory hardware; ornamental iron. 
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ACCESSORIES 





Nails & screws; tools for ap- 
plication of all materials. 
Sealing compound, white lead. 
waxes, cleaners. 

Mastix, nails; felt; brushes; 
sandpaper; stain, shellac; var- 
nish; tools; waxes; cleaners. 
Mortar, mastix; finishing nails; 


Brushes, paint supplies; nails; 
tools; paste, sizers. 
Application tools; nails; small 
electrical appliances. 
Accessory equipment—s mall 
space heaters, dust and laun- 
dry chutes. 

Tools, nails; allied application 
and installation materials for 
all items; water systems, pumps. 


Floor sanders and finishing sup- 
plies. 

Brushes; tools, nails, screws; 
tool kits, work benches, etc., 
for workshop; glass, glazing 
compound; shellac, stain, var- 
nishes; waxes, cleaners; wall- 
paper supplies, 
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Every home in a community represents a 
potential source of improvement business — 
a dealer service that can increase volume of 
every product in the yard. 


A HOME is no different from any other piece of 
machinery or equipment. It begins to wear im- 
mediately after it has been completed. In addition, 
family requirements are constantly changing, making 
alterations or additions necessary. As a consequence, 
every house in every community is a prospect for re- 
modeling, alterations, additions, improvements, and 
repairs. 

This market is a “natural” for the retail lumber 
and building material dealer; and experience has 
proved it to be most profitable to the dealer who has 
planned and organized a promotional program to 
locate the prospects and sell them the package that 
is needed. 


Selling home improvements is not a store or office 
procedure. Most sales are made in the prospect’s 
home, as often as not in the evening when both Mr. 
and Mrs. Homeowner are together. The home im- 
provement salesman must have a thorough knowledge 
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of all materials and their uses; at least a basic under- 
standing of the fundamentals of light construction. If 
he is also an estimator, so much the better; but a 
good estimator or two in the dealer’s organization 
can handle this phase of package home improvement 
selling for the entire sales staff. 


HOW ARE HOME IMPROVEMENT PROSPECTS DEVELOPED? 


Prospects for home improvements are everywhere 
around us, in every town, city, and farm. They are 
given an idea to buy some sort of home improvement 
or alteration by one or more influences; actual need 
for the work, national or local advertising, articles 
in books or magazines, witnessing similar work done 
for a neighbor or friend, and any number of other 
stimuli. Contacting them and making the sale is the 
responsibility of combined effort by advertising and 
the salesman and to a good salesman the developing 
of a live prospect list is no problem. 

A certain percentage of prospects will contact you 
as a result of your advertising. Each ad should pull. 
Otherwise something is wrong with its timing or 
presentation. (See “Advertising” in “The ABC’s of 
Consumer Selling.” ) 

Personal canvassing by salesmen will develop far 
more, and every job you sell will bring in one or more 
additional homeowners who want the same thing. 


Hig 





























































































ATTRACTIVE displays that can be viewed from the street 
will account for many prospects. 




















Store displays will account for some prospects too, 
although in the sale of remodeling or improvement, 
this is not their primary function; and a dealer who 
depends on them for this purpose will be disappointed 
with his sales results. 

This type of selling is “outside” selling. It is en- 
tirely possible to sell a complete package without the 
customer entering your store; although in most cases 
it is both necessary and advisable to bring the cus- 
tomer in to select materials and see the displays that 
show how they will look installed in the customer’s 
home. 

Outside selling has been the one main reason why 
specialty applicators have done so well with only one 
product or package to sell. 











































































































HOW TO SELECT AND TRAIN HOME IMPROVEMENT SALESMEN 


Many hundreds of dealers have employed alert 
young men since the war whom they have been teach- 
ing the retail lumber and building material business. 
Those who have stayed and demonstrated an aptitude 
for this business, have a straightforward, pleasing 
manner in their contact with other people, an am- 
bition to be successful, and an ability to learn quickly 
are good material for salesmen. 

A number of universities throughout the country 
are now giving degrees to students majoring in the 
study of the light construction industry and each 
year are graduating a number of young men well 
qualified to sell all kinds of home repair and improve- 
ments. 

Every community has an ample supply of men who 
are good salesmen. The big problem is training—and 
many dealers have been hesitant about organizing a 
sales department for this very reason. 


But it can be done, and quickly too. The various 
branches of the armed services proved that men and 
women can be trained into specialists in a very short 
time. Some of the largest industries in the country 
have long practiced the policy of selecting salesmen 
by aptitude, not knowledge of the industry or its 
products. Then, by intensive training, they mold and 
form these men into highly efficient sales specialists. 
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Any dealer can do the same thing. Consider the 
chart at the beginning of this article. Use it as a 
guide to develop a sales training manual of your own, 
First, list the names of the products you sell under 
each of the divisions of that chart. Then collect the 
educational and sales material that each one of the 
manufacturers has prepared covering their products, 
and most of this is splendid material. Arrange this 
in the same order. You will find that this will pro- 
vide and complete a comprehensive manual, and any 
man who learns its contents thoroughly will be able 
to sell the products and services to home-owners. 


Use this manual along with the American Lumber- 
man Dealer Products File. It is published for just 
such usage—and is the most complete reference book 
about lumber and building materials available in this 
industry. 


A salesman trained in this manner will be able to 
do everything with the possible exception of estimat- 
ing a complete job. Until he learns this phase of the 
business, he must rely on the company estimator for 
the cost figures. Many successful sales programs 
operate on this basis, so it is no great handicap. 


Sales training never ends; and it never should end. 
That is why a smoothly functioning sales staff should 
have frequent sales meetings. Here the men can ex- 
change ideas, experiences. Properly planned meetings 
should include a program by a manufacturers’ or 
wholesalers’ representative. There is a world of good 
material, movies, charts, slides films, etc., available in 
this industry about all its products and their uses. 
Bring them to bear on your salesmen. Not only will 
they be constantly broadening their knowledge, but 
they will be inspired to do an increasingly better job. 


It has been wisely said that this nation has become 
great because of the competitive spirit among its 
people. This would be difficult to deny. That’s why 
every sales organization should strongly play up a 
friendly spirit of competition among its members. 
Every good salesman wants to be at the top. When 
he is competing for that spot with other alert hard 
driving men, he will try all the harder. And that 
self generated drive means so much in results. . 





HERE a dealer has used a fence on his property as a prod- 
uct display. Outside exhibits have important selling power. 
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MANUFACTURED BY 


OWENS-CORNING FIBERGLAS CORPORATIO 
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High quality construction at a low price—That’s what “ 
prospective home owners are demanding. And 
when it comes to flexible insulation, INSULITE 
Insulating Wool is made to order to meet just . 
such demands. Here, then, is a permanent, highly 
eficient insulation—competitively priced! & 


LOOK AT ALL THESE ADVANTAGES 


Made of fine fibers of glass, forming millions of 
tiny air pockets, it is a highly efficient barrier to 
the flow of heat. 


INSULITE Insulating Wool, being light in 
weight and highly resilient, stays put—doesn’t dis- 
integrate or pack down. You'll like it because 
the compression packages can be easily stored, 
easily handled. 


INSULITE Insulating Wool can not rot or burn. 
It is highly resistant to moisture and vermin. 
You can rely on efficient insulation for the full life 
of your buildings. 


Immediately available in a wide choice of 
standard and special forms designed to serve par- 
ticular purposes and to simplify application. Paper 
enclosed Batt and Roll Blankets have a proper 
vapor barrier to control moisture condensation... 
nailing flange for easy recessed application. 

Utility Batts for packing between 16” or 24” 
studding—no paper enclosure or vapor barrier. 
Pouring Wool for hand pouring over finished 
ceilings. .. packing in narrow and irregular spaces. 
Nodulated for easy, even spreading. 


These advantages are sales advantages that will 
help you build steady repeat business. 
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“Insulite’’ is a registered 
trade mark, U.S. Pat. Off. 
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BATT UTILITY POURING 
BLANKETS BATTS WOOL 

















INSULITE DIVISION, MINNESOTA AND ONTARIO PAPER COMPANY 
Dept. AlL-99 Minneapolis 2, Minnesota 





Please send me descriptive ‘folder of your new INSULITE Insulating Wool. 


* Name 





Address. 















MINNESOTA AND ONTARIO 
COMPANY 
MINNESOTA 





INSULITE DIVISION \\ 
PAPER 
MINNEAPOLIS 2, 
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Advertising the 


Space Utilization 


Package 


rama the scope of space utilization is so very 
broad, it is quite difficult to establish a common 
denominator that will apply to all its many phases. 
Promotion-wise each phase of home improvement in- 
volves its own advertising program. It is impractical 
to try to conduct a separate campaign on each one at 
the same time, nevertheless, the entire field must be 
coordinated into a long range, continuous program. 

Some dealers run frequent advertisements featuring 
the fact that they provide a complete home improve- 
ment service, and list the items the service covers: 
kitchens, bathrooms, porches, attics, basement rooms, 
garages, etc. 

There is no question that this advertising has ad- 
vantages. It performs the very valuable function of 
impressing on every home owner’s mind that the 
dealer’s name and the advertised services are synony- 
mous. Such ads will even result in a substanial num- 
ber of inquiries from people who have been strongly 
considering one or the other of the improvements ad- 
vertised. 

It. must be remembered, however, that advertising 
of a general character is largely institutional, not 
active. As such, it cannot return as high a percentage 
of live prospects as advertising properly written, laid 
out, and concentrated on a single package selling job. 
(See The ABC’s of Consumer Selling.) 

Therefore, a complete home improvement advertis- 
ing program should be planned in series. There should 
be one about kitchens, another about rumpus rooms, 
etc., with each package receiving individual treat- 
ment. It is also a good plan to include several of the 
general institutional ads in the series. 

These ads should follow the same formula of com- 
position that applies to all active consumer advertis- 
ing—illustration, copy, and price; and since most of 
the total package prices are for more than the average 
for a cash sale, it is a good idea to break down the 
cost of a typical job into its monthly payment and 
advertise “Costs as little as per month.” 

If this is not practical, and it is agreed that some 
packages are difficult to break down on this basis, be 
sure to prominently display the fact that the cost 
can be distributed to fit the family budget. For in 
most cases of home improvement selling, the firmest 
resistance centers around the question of whether the 
home owner can afford it. Answer that question to 
his satisfaction in your advertising, and you have 
developed a 90% sold prospect. 

One of the most effective ways to incorporate a 
home improvement series of ads in an overall program 
is to use each pacakge as the focal point of a multiple 
product ad. This practice has been used successfully 
by many of the leading dealers in the country. 

In other words, a large ad that may display a num- 


122 








ANOTHER HARVEY EXCLUSIVE VALUE! Call Virginia 7-7100 Now! 


GARAGES *229 


Materials Only 


HOLD YOUR HAT! Here we come with Americo’s Leading Volve! 
COMPLETE GARAGE MATERIALS AND BLUE PRINTS. 


This Package Includes ... 
COMPLETE MATERIALS 
FOR 18x20 

2 CAR GARAGES 


All New lumber, Roofing. Complete Hordwore for 
Swing-Out Doors and No. 106 Pottern Drop Siding. A 
Reg. $279.50 Val. 
We Build Deluxe Garages Complete As Illustrated 


MODEL HOME and GARAGE Open 
For Your Inspection On Our Display Floor. 


H With Overhead Doors He Cement Floors 
He Get Our Low Prices 
% Order Now! Don't Deloyt 


ber of products, has as its attention getter a home 
improvement ad. This can be centered in the layout 
or run at the top right, left, or center with the main 
headline. 

But individual ads have much to be said for them 
too. A budget that is sufficiently large to permit the 
insertion of specific package ads should by all means 
include such a series. 

As with most of the materials and services offered 
by the modern lumber and building product dealer, the 
manufacturers have a wide range of promotional 
pieces to use in consumer selling. Many of these are 
excellent package selling aids, and will help materially 
to augment the dealer’s own advertising, not only in 
newspapers, but direct mail as well. 

Speaking of direct mail, the dealer who fails to in- 
clude a small stuffer with his invoices is missing an 
important contact with his good customers; and good 
customers are always the best prospects for additional 
sales, 


DISPLAYING THE SPACE UTILIZATION PACKAGE 


There are a wide range of methods of planning 
and arranging point-of-sale displays for all space 
utilization or home improvement packages. Before 
getting into a discussion of the best ones, however, 
let’s take a practical look at the factors that must be 
considered. 

The first consideration is one of space. Obviously, 
a limited store area necessitates the careful, compact 
arrangement of displays, and since exhibits of home 
improvement packages do require a certain amount of 
room, a small store cannot possibly include them all 
at once. Thus, the dealer who has limited display area 
must plan to utilize temporary, mobile displays that 
can be shifted and changed easily and quickly, accord- 
ing to the dictates of his merchandising program. 

This is not a disadvantage, for a flexible display 
area is less apt to become inert and lifeless. 


Second, the emphasis placed on display should be 
in direct proportion to the promotional effort made 
in its behalf. In other words, elaborate displays serve 
the purpose of demonstrating to prospects who have 
become interested through advertising or direct sales 
men. If the displays are used only as exhibits for 
normal customer traffic to pass by and possibly attract, 
a large percentage of their usefulness is lost. 

Third, is the problem of housekeeping. Set dis- 
plays of the type used to exhibit home improvement 
packages must be kept neat, clean and orderly at all 
times. True enough, this involves frequent straighten- 
ing up—but for that matter, the same applies to all 
displays and fixtures in the store. .A disorderly dis- 
play repels just as effectively as an orderly one at- 
tracts. 
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SOUND . 
against 
FINANCIAL LOSS 
due to 


FIRE OR WINDSTORM 
i 





-Cowen’S 
WBE 


Sound insurance services 


for Lumbermen exclusively 
since 1905 


U. S Epperson Underwriting Company, Manager 
J. J. LYNN, President 
616 Royster Bidg., Norfolk, Va. 


HOME OFFICE: 1000 R. A. Long Bidg., Kansas City 6, Mo. 
509 Terminal Sales Bidg.. Portiand, Ore. 301 Strand Bidg., Toronto 1, Canada 
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Display Ideas for All Dealers 


HERE in a com- 
pact area, both 
doors and built- 
in cabinets are 
displayed. 


SAMPLES of flooring materials in the store and office, are 
authentic examples of the products in service. 


ALL types of wall finishing materials can be used as ex- 
hibits on the store and office walls. 


IN this cabinet builder’s hardware display note how indi- 
vidual samples may be lifted off for close inspection. 


NOTHING has more mass appeal than clean, neatly stacked 
lumber. Sheds and yards can be point-of-sale displays too. 


NOTE how this 
corner of a store 
is designed as a 
bay for a num- 
ber of room fin- 
ishing items. 
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THE HOME IMPROVEMENT CENTER 


For the dealer who is actively engaged in the sale 
of home improvement packages, but has a limited 
store area, the home improvement center offers an 
attractive method for display. This center is nothing 
more than a section of the store, preferably along a 
wall, and separated from the rest of the salesroom 
by low wings or partitions. An efficient, highly versa- 
tile display can be built in an area 12 feet long by 6 
feet wide. 


The wings can be low cabinets or shelves, not only 
to separate the area from the rest of the store, but 
to hold sales and advertising material. 


Then build a platform between the cabinets along 
the wall 6 inches high and 36 inches wide. Cover it 
with linoleum, asphalt or rubber tile, and edge with 
chrome molding. This is the stage upon which the 
improvement package is placed. 

For example, if a kitchen display is desired, place 
a 12 ft. display of sink, drainboard, and cabinets on 
the platform. Put in a fake window over the sink, 
curtains, light fixtures, and wall surfacing material 
to give the whole display an authentic look. A 12 foot 
area is not adequate for appliances too, but if they 
are to be included in the package, a range and refrig- 
erator can flank the display at each end. There is 
still room for an attractive table and chairs where 
customer and salesman can comfortably discuss the 
details of the sale. 


The backdrop can and should be used for all sorts 
of built-up displays. A section of a paneled basement 
room, fireplace, mantel and bookcases, built-in cabi- 
nets of all types, a complete bathroom, laundry, home 
work shop, garage door, fold-away attic stairway, 
and all kinds of wall treatments and construction de- 
tails can be demonstrated. 





BAY displays like this give a realistic appearance to the 
products that make up a home improvement package. 
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Since the center just described must limit its main 
exhibit to one package at a time, the area can include 
a couple of easels upon which panels of large, spark- 
ling, photographs of all other types of home improve- 
ments can be displayed. 


THE BAY DISPLAY . 


Bay displays are much the same as the home im- 
provement center just described. As a matter of fact, 
it is essentially a bay, with the exception that it is 
subject to constant change, and performs the function 
of a number of fixed bays. 


A fixed bay is nothing more than a self-contained 
exhibit of a particular home improvement package. 
The more complete and authentic it appears, the more 
appeal it will have for the customers who inspect it, 
and the easier it will be to sell’ from it. 


The size and number of bays that a dealer can have 
depends on the amount of wall space he can devote to 
them and the amount of promotion to be given each 
one. But any sales space that does not account for its 
share of the total business is a liability, and should 
either be eliminated or subjected to more intensive 
merchandising. 


DEMONSTRATION MODELS 


Authentic scale models are also used to convincingly 
demonstrate a sales package; many manufacturers 
have developed wonderful models of their products as 
point-of-sale aids. Dealers who have employes with a 
flare for building models, can use this talent to good 
advantage in constructing miniature bays of all types 
of improvement, remodeling, or construction. 


WHILE essentially an exhibit of bathroom fixtures, note 
how many other products and materials are effectively dis- 
played. 
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NOTE HOW a “package” is used as the attention getter in the ads on this page. 
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The Home Protection Package 


Those features of home maintenance and 
improvement that protect exterior surfaces 
from weather have a ready market during 
the fall and early winter 


OME PROTECTION, including those features 

of normal maintenance that keep property in 
good repair, is one of the easiest consumer services 
to sell. Most owners realize that improper care can 
result in costly depreciation; and since to most, their 
home represents the largest single investment of their 
lifetime, they consider expenditures for such items as 
necessary and of primary importance. 

Many home owners, however, are not technically- 
minded enough to recognize or know how to check 
for signs of wearing out or failure, and very often 
serious trouble can develop before they are aware of it. 

Anyone, for example, can detect a faulty roof when 
water starts to leak through it, but by that time other 
needless repairs may be involved. It is.also easy to 
diagnose the need for a new paint job on a house, but 
unless the old surface is properly prepared, the new 
paint may not give the long lasting protection which 
it should provide. Most people are not able to deter- 
mine for themselves just what preparation work may 
be necessary, and the same applies to most other items 
of home maintenance. 

In this phase of his business, the lumber and build- 
ing materials dealer can perform a valuable and much 
needed service to the homeowners in his trading area; 
one that not only pays big dividends in profits, but 
one that ;will also lead to an unestimative volume of 
future business. 

How To DEVELOP PROSPECTS FOR HOME PROTECTION 
BUSINESS. The dealer who wants to promote the home 
Protection package will have no difficulty in doing 
80. By advertising a competent home inspection serv- 
ice before cold weather comes, the dealer will be 
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amazed at the response. And while these inspections 
should be offered as a service, it is a recognized fact 
that there are few homes that do not need some sort 
of maintenance work. ; 

The alert truck driver, or for that matter, every 
employe in the dealer’s organiaztion, can spot pros- 
pects for a new roof, paint job, storm windows and 
doors, and all sorts of repair work. By making a 
note of the addresses and then looking up the owner’s 
name, a line prospect is developed. 

These may be called on personally by a salesman, or 
by a diplomatic letter pointing out how important it 
is to do the work, and how easily and inexpensively 
it may be done. 

Some of the work can be done by the owner him- 
self. In such cases, the dealer should provide all of 
the materials and accessories necessary for him to 
complete the job, plus the counsel, advice, and in- 
structions that will insure satisfactory results. 

Other home maintenance work is best done by 

skilled workmen, and where this is required, the 
dealer should still provide the complete package at 
one price, with financing facilities available if the 
customer desires this service. If a dealer does not 
provide the complete service, he may find himself in 
the position of developing prospects and closing sales 
for some specialty applicator who will supply the job 
on that basis. 
WHAT Is THE HOME PROTECTION PACKAGE?—Like all 
other phases of home improvement, modernization, and 
decoration that are covered in this book, the various 
types of home protection work involves practically 
every material that the dealer handles. Some of the 
packages dovetail together, and a customer for one 
is often a prospect for others. 

In order to organize the home protection phase of 
the dealer’s service into a working formula, refer to 
the chart at the beginning of this article. Note that 
again the various products that comprise a package 
are grouped together for easy reference, the same 
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The Home Protection Package 





Most structures need some maintenance work every 
year. Here is how the home protection market may 
be divided by packages. 











As a result of dealer or national advertising ; a home 
inspection service; or other promotional means; 
prospect is developed who will need. 
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ments. 





The completely installed job, including labor and ma- 
terials—at a unit price divided into monthly pay- 


which he will install 
facilities. 








All materials and acces 
himself; also time payment 


sories for the complete job, 








THE PACKAGE 








EXTERIOR 
PAINTING 





SIDING 





Make-Ready 


Work 


Application As 
Materials 


Finishing 
Materials 


Make-Ready 


Work 


Application 
Materials 


Make-Ready 


Work 


Application 
Materials 


MATERIALS 





Roof decking 
Rafters 
Plates 
Gutter boards 
Facias & trim 
Asphalt roofing 
hetes roofing 
Metal roofing 
Wood shingles 
Flashing 
Gutters & Downspouts 
Drain tile 
Brick or stone 
Mortar, cement 
Flue lining 


Shutters 

Siding 

Trim 

Porch flooring 
Columns & trim 


Ornamental iron 

Windows 

Doors 

Treated lumber 

Fencing & posts 

Primer 

Sealer 

One or more 
colors of paint 





Lumber or trim 
for necessary replacement 
Windows 
Doors 
Asbestos shingles 
Insulating siding 
Wood shingles 
Wood siding 


Stucco 





ACCESSORIES 








Nails - 

Tools 

Building paper 

Paint 

Brushes 

Framing anchors 

Nails 

Tools 

Roof coating 

Stain 

Paint, etc 

Nails 

Tools 

Solder 

Brackets and 
hangers 





Nails 

Tools 

Putty, glazing 
compound 


Hardware 
Caulking compound 
Blow torch 

Wire brush 
Brushes 

Thinners, Cleaners 


Ladders 





Nails 

Tools 

Hardware 

Paint, brushes 

Glass, glazing 
supplies 

Nails 

Tools 

Ladders 

Stains, Sealers, 
Paint 

Wire mesh 

Masonry colors 
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A WALL display of roofing panels permits the customer 
to select the type and color he prefers from a pleasing 
eye-level angle. 


as has been done in the other sections of this issue. 
By following the same procedure as suggested for the 
other consumer services, that of listing the specific 
products by items on the chart, and arranging the 
manufacturer’s promotional and*educational material 
in the same order, an excellent and complete sales 
manual will be developed. 

Let us take up these various features that fall into 

the general classification of home protection and 
analyze what is involved in promoting a satisfactory 
sales volume with them. 
ROOFING :—While the sale of roofing to consumers 
is by no means limited to the fall of the year, this 
season is particularly favorable, and a promotion 
based on the general lines mentioned earlier in this 
article will receive widespread consumer interest. 

To begin with, however, the installation of a new 
roof, or more correctly, a re-roofing job, is beyond the 
skill of the average homeowner. Therefore, the large 
percentage of sales of a roofing pacakge must neces- 
early include application. Also, since the total cost 
of the complete job will be more than the average 
customer will care to pay cash for, facilities for financ- 
ing must also be made available. 

Since it is practically impossible to determine what 
will be needed to provide a satisfactory job or to give 
an accurate estimate of the cost, without making an 
inspection, the idea of advertising an inspection serv- 
7 has proved highly successful in selling roofing 
Jobs, 

The dealer who wants to begin active promotion 
and sale of the roofing package on a limited basis, will 
find that his estimator can make the inspections of 
prospects developed by advertising and by his own 
employes; and can make arrangements with a local 
contractor or craftsman to apply the materials on a 
job basis. Such a system can handle quite a volume 
of business without any increase in overhead or 
Personnel, 

As a matter of fact, with so many features of home 
protection work dovetailing and interlocking, the same 
system can embrace a wide range of services, all pro- 
moted by the same inspection and applied or carried 
out by the same workmen. 

An inspection of a house, for example, that reveals 
the need for a new roof, may also require preparation 
Work: decking, facias, trim, gutter boards, flashing, 
ete. In addition, gutters and downspouts will fre- 
quently be corroded beyond the point of efficient roof 
drainage, and should be replaced. It is certainly not 
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FALL and winter are ideal months to promote treated lum- 
ber. Here a dealer has installed an effective outside sign 
to arouse customer interest. 


difficult to convince the owner of the importance of 
having the whole job done, particularly when it can 
be lumped together into one price and paid for in 
convenient monthly installments. 


ROOFING MATERIALS’ DISPLAY 


The dealer who promotes roofing. sales to consumers 
should provide an adequate point-of-sale display in 
his store or office. This need not be large, for its 
primary purpose is to exhibit the various samples of 
types and colors. One of the most effective ways to 
do this is to build a wall cabinet display, the bottom 
portion of which has shelves with grooves or guides 
into which the various panel samples may be stored. 

Above the storage cabinet, on the backdrop of the 
fixture, several easel-type boards can be mounted, 
each one built to accommodate a sample panel. Thus, 
any sample can be shown at any time. 

It is also a good idea to provide special lighting 
for the fixture, so that the colors and patterns will 
show up to best advantage. 


For .the most part, permanent display samples 
mounted on a store wall are too inflexible and monopo- 
lize too much valuable wall space, although an attrac- 
tive panel on the outside of the store is used effec- 
tively by many dealers. This, however, should not 
take the place of the fixture on the inside of the store. 


All types of roofing materials, with the possible ex- 
ception of roll roofing, can be stored and exhibited in 
the fixture described above. Even in the case of roll 
products, however, or wood or asphalt shingles, dis- 
play panels of uniform size can easily be built to slide 
in the storage rack and fit on the easel board. Thus, 
the one fixture can be used for all roofing products, 
which is a feature that is highly desirable. 

Such displays can be materially enhanced when 
accompanied by cards and posters that give short 
sales messages and price. Remember that the average 
consumer has no idea of what a square is; or if he 
does, what it means in terms of covering his roof. It 
is far better to figure an average house job and ad- 
vertise the price as being “as low as such and such 
for the average home,” or “for so much per month 
you can enjoy a new roof on your home.” 

Most manufacturers have developed excellent dis- 
play ideas for their products, as well as effective pro- 
motional and educational material. They can help a 
dealer immeasurably to incorporate a point-of-sale 
display to fit any requirements. 
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CONNOR 


“"LAYTITE” MAPLE FLOORING 


THE WORLD'S FINEST — BAR NONE 


Write for illustrated 75th Anniversary Booklet 


CONNOR LUMBER AND LAND COMPANY 
P. ©. BOX 112-M, MARSHFIELD, WIS. — PHONE No. 3 — TELETYPE No. 26 


Behind The Mills—<The Connor Timber Stands 




























PAUL BUNYAN'S UPSTREAM DRIVE 


When Babe, the Big Blue Ox, drank the river dry Paul drove logs 
northward from New Orleans to Lake Itasca. Today his product 
moves eastward, Coast to Coast. 


FULL STOCKS — INQUIRIES WELCOME 


PAUL BUNYAN LUMBER CO. 


Manufacturer and Distributor 
Ponderosa Pine White Fir Incense Cedar 


SUSANVILLE c) CALIFORNIA 
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SERVICE — 
HERE iT 1s! 
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MILLWORK 


Through remanufacturing plants located in the heart of the 
Ponderosa Pine region, Firpine offers an excellent service in 
packaged trim, lineal mouldings, furniture dimensions and 
other specialty items in Ponderosa Pine. 


LUMBER 


From our lumber manufacturing plant we're supplying a 
variety of Firpine manufactured lumber, mouldings and cut 
stock. 






Call on Firpine for service. 
Look what our Company offers. 
Where else can you match this 
variety in lumber, millwork and 
specialty items? 


























It Pays to Buy from Firpine 








WHOLESALE 


We also have a well-rounded wholesale organization with 
departments handling Douglas Fir, Ponderosa Pine and allied 
species—to serve you with practically anything in Western 
Softwoods. 





OUR MOTTO: “If It’s 
Made of Wood, We 
Sell It.” 














Propucts COMPANY 
525 CORBETT BUILDING-—PORTLAND 4, OREGON 








R. A. Holmes 
C. F. Mimnaugh 
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paInT:—As has been pointed out earlier in this issue, 
the fall of the year is one of the best seasons to paint 
a house, farm building, or other exposed surfaces. 
In most sections, this season is cool and dry, providing 
ideal conditions for the application of paint. This, 
when coupled with the very true and sound argument 
that positive protection of all exposed surfaces is 
highly desirable during the cold, wet winter months, 
gives the dealer powerful sales ammunition to use in 
developing this business. 

Quite a high percentage of sales are made to owners 
who will apply it themselves. This is particularly true 
if the owner has a one-story home or building that 
does not require extension ladders or scaffolds. On 
the other hand, the dealer should arrange with a con- 
tractor or tradesman for the application work to be 
done in cases where the owner can not, or does not 
want to do it himself. 

The inspection service mentioned earlier in this 
article will also serve to develop prospects for paint 
jobs, as will an alert group of employes who keep 
their eyes and ears open. Newspaper and direct mail 
advertising will also pull well and account for a sat- 
isfactory number of line prospects. So it is not at 
all difficult to line up plenty of paint business, for the 
dealer who sets out to do it. 

EXTERIOR PAINT DISPLAY 

A sales drive for exterior paint should be accom- 
panied by special point-of-sale display during the 
program. As a rule, the permanent display fixture in 
the average store does not permit featuring to full 
advantage the types and package sizes most commonly 
sold for outside painting. 

One of the best ways to play up the product in the 
store is to arrange one or more mass groupings of 
one and five gallon cans, tiered on store sleds or plat- 
forms in prominent locations. These should be ac- 
companied by cards or posters showing price and 
advantages. 

Many dealers have also used streamers, banners, 
pennants, etc, which can be used in windows and in 
many ways as store decorations to augment the dis- 
plays, thus placing heavy emphasis on the program 
while it is being conducted. 

Such a promotion should also be accompanied by 
giving special display and advertising prominence to 
brushes, ladders, and all of the many products that 
are closely allied with paint and its application. 

It is also an excellent time to make up an exhibit 
showing the uses and advantages of treated lumber, 
because a fall protection program should also include 
fences, gates, porches, and all other features where 
wood is constantly in contact with the ground, or ex- 
posed to the: elements. Treated lumber has so ably 
proved its worth for all such uses that it should re- 
ceive a special billing in any home protection program. 

It must also be taken into consideration that wood 

surfaces are not all that need to be protected. Metal, 
and masonry too, have need for the particular types 
of products that are designed for them, and these 
should also be promoted as a part of the same cam- 
Paign. (For details about waterproofing, see next 
section, “The Weathertight Package.”’) 
SIDI: G:—Fall is also an appropriate season to sell re- 
siding jobs for homes, farm buildings, and small in- 
dust) ial structures. As needless as it may seem, hun- 
dreds of thousands of such buildings are neglected to 
the point that re-siding work is urgently required in 
order to prevent irreparable deterioration. These are 
all prospects for one of the various types of siding 
Materials available. 
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A REVOLVING counter or floor fixture makes an inter- 
esting promotion display for paint and similarly packaged 
products during special campaigns. 


In addition, owners of a number of rental houses 
who find that maintenance costs are too high for the 
rents they are getting, are good prospects for a siding 
material on their various properties that will elimi- 
nate frequent maintenance expenditures and at the 
same time increase their value and appearance. 

The methods of developing prospects that have been 
covered in other home protection packages also apply 
to siding materials: the inspection service, advertis- 
ing, and employes who are on the lookout for struc- 
tures that need a re-siding job. But re-siding, like 
roofing, is a job that few homeowners can do for 
themselves, so for most customers, it is necessary 
to provide the entire job. 

The type of material that is sold for a re-siding job 
depends on the customer’s taste and the amount of 
money he can afford to pay. If he wants drop or bevel 
siding, and the existing house is similarly covered, the 
old siding and building paper must first be removed 
before the new material can be applied; wood or 
asbestos shingles, asphalt base insulating siding, and 
stucco are usually applied over the old surface. 

SIDING MATERIAL DISPLAY 

Siding materials can be displayed in much the same 
way as roofing, and frequently are incorporated in the 
same fixture. This is a logical and effective way to 
group these products in a store, and provides the 
maximum of sales and display utility in a minimum 
of space. 

Some dealers have built swing panel fixtures for 
roofing and siding materials similar to the kind used 
for board products, but these are somewhat more 
static and less flexible than the cabinet-easel type. 
OTHER HOME PROTECTION FEATURES :—There are cer- 
tain other features under this general heading that 
can be checked and repaired before winter, depending 
on whether a dealer handles the materials and offers 
the services or not. A dealer who handles heating and 
plumbing fixtures and supplies will want to include a 
check of these installations in his house inspection 
service. 

Fireplaces should also be checked to be sure they 
are in safe working order. In many cases, such an 
inspection will reveal the need for major repairs, and 
the owner will be an excellent prospect for a new cir- 
culating unit. 

Floors and furniture receive more severe wear in 
winter than during any other season. Therefore, 
waxes, polishes, and cleaners are good store items to 
push during the fall and winter months. 
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The features of home improvement that 
provide added comfort and lower fuel 
bills are big sellers during fall and winter 




















N IMPORTANT GROUP of home service pack- 
ages that the lumber and building material dealer 
can supply to the property owners in his trading area, 
fall into the general classification of weathertighting 
so termed because it covers those features of home 
improvement that seal a structure against air and 
water leaks, as well as prevent the excessive transfer 
of heat through the walls and roof. 


















































One of the most important of these is insulation, 
a feature that has long ago proved its ability to pay 
for itself in a few years by substantially reducing 
fuel bills, not to mention the immeasurable increase 
in comfort to the occupants. 
































Another major house sealing commodity is the storm 
window and door. These, too, have a marked effect 
on the amount of heat necessary to keep a home com- 
fortably warm, and can also reduce fuel bills mate- 
rially. 






































Caulking, weatherstripping, waterproofing, double 
glazing, plastic glazing, and a number of other prod- 
ucts and services also are included in the weather- 
tighting packages; and each involves a number of 
accessory items. Note the chart on the next page. 
Here, as in the other sections of this issue, a com- 
plete breakdown of each package is shown. 

By following the same procedure as suggested for 
the other sections, fill in your product names by each 
item shown. Then arrange the manufacturers’ sales 
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Sealing Homes Against Weather 


and educational material in the same order. You will 
have a complete sales and educational manual that will 
not only teach your salesmen how to sell the entire 
package, but will also serve as a demonstration book 
illustrating sales features to customers. And don’t 
forget the AMERICAN LUMBERMAN DEALER PRODUCTS 
FILE, the handiest supplemental reference book ever 
compiled for the retail lumber and building material 
dealer. 


Much of the application work can be done by the 
home owner himself; for those who are unable to do 
so, the complete package should be provided. In addi- 
tion, the total cost of an insulation job, or a set of 
storm windows and doors is somewhat higher than 
the average customer will care to pay cash for, there- 
fore, installment payment facilities should be made 
available. 


INSULATION: Insulation packages are supplied 
in four major classifications: 1) complete sidewall 
and ceiling; 2) ceiling or rafters only; 3) board prod- 
ucts that line walls and ceilings, as well as provide 
insulating qualities; 4) lightweight insulating plaster. 


Some people are of the erroneous opinion that 
unless a structure is insulated in both walls and ceil- 
ings, it is not adequately sealed. Since warm alr 
always rises to displace cooler air, the greatest heat 
loss is through the ceiling and roof. Thus a home that 
is capped with insulation between ceiling joists above 
the ceiling area, or between the rafters, is insulated 
almost as effectively as if it also had the material 
between the studs in the sidewalls. 

Manufacturers of insulating materials of all types 
have made scientific studies of this subject, and can 
provide accurate figures to show just how effectively 
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Bentley announces 


IMPROVED SERVICE FOR YARD BUYERS 


For the past year and a half, J. A. Bentley Lumber 
Co. has been modernizing and improving its plant from 
stem to stern. 


With its program of plant-wide modernization com- 
pleted, Bentley has broadened its line of products to 
include a full selection of yard and shed items in 
shortleaf and longleaf yellow pine. 


All stock except timbers and lath kiln dried in Moore 
Cross-circulation kilns. 


Straight or Mixed Cars 
LOUISIANA SHORTLEAF AND LONGLEAF 


Send us your inquiries and orders. 


J. A. BENTLEY LUMBER CO. 














| E. C. Johnson, Gen. Mgr. ZIMMERMAN * LOUISIANA M. F. Michal, Jr., Sales Mgr. 




















- BEAUTIFUL FLOORS OF THESE 
HARDWOOD OAK SQUARES HAVE 

ALREADY BEEN INSTALLED IN 

HOUSTON HOMES... 





HARLAND MILLER, 
Miller Bros., Specialty Co., Inc. 


5014 San Jacinto, Houston, Texas. 


The adaptability of Higgins Bonded 
Hardwood Block Floors to commercial 
or domestic construction is demon- 
strated by the installation pictured at 
right in the Town and Country Studios, 


Houston. Dealers and customers alike _ 

. THIS NEW FLOORING OF RICH, CLOSE-GRAINED 
are amazed at the low cost for this SQUARES OFFERS LUXURIOUS BEAUTY COMBINED 
quality flooring. Dealers like the full WITH DURABILITY. é: 


profits of the Higgins line. 


‘pons 
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BONDED HARDWOOD FLOORS BY C WELL’ OVER} | 
<RADIANT 
A few territories available, Write Dept. AL. INCORPORATED, HEAT, =. 
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THE WEATHERTIGHT PACKAGE 





Sealing a home against weather represents 
a tremendous market for all building prod- 
ucts, with the dealer as the logical point- 
of-sale supplier 
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Development of this market involves co- 
ordinated merchandising — and a service 
that includes the complete job at-one price 
for 
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Either ” " b od | di t . | 
The complete material bill for the customer The installed jo . a uding materials 
to do the work himself = 
> li 
THE PACKAGE MATERIALS accessories { 
.Y 
/ ( . 
Insulating Batts Nails 
Insulating Blankets Tools 
Insulating Board Staplers and 
Loose Fill Staples 
Light Weight Aggregates Firring 
INSULATION Slab or Block Insulation Paint & Paint 
Reflective Insulation Products 
( Insulating Paper 
Fibre Board 
*Possible lead e HU 
for attic Ole 
Attic Louvres remodeling “a 
\ Ventilating Fans (See Space 
Utilization) bd SA 
\Y Un 
Ch 
in 
ar , Ps 
ay require ? e NI 
Combination Windows fr a to _—* A 
STORM WINDOWS and Doors vine tity gua vs 
Storm Sash ( a * C 
Screens & Screening eo fr 
Nails 
Tools © : 
4 Ladders h 
fi 
W 
e ( 
I 
j Caulking Compound f Tools 
Waterproof Paint Nails @ | 
OTHER Weatherstrip Lumber & Materials ) 
WEATHERTIGHT Treated Lumber : For repair of 
MATERIALS Plastic Glazing doors, windows, | 
Double Glazing frames, trim 
\ \ 
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e HUNDREDS OF HOMES NEED NEW CHIMNEYS 
Old homes, new homes, summer cabins, brooder houses, 
motels, tourist cabins, resorts — there’s a vast ready 
market right in your own community. 


@ SAFEST CHIMNEY EVER BUILT 


Underwriters? Laboratories approve the Van-Packer 
Chimney in place of brick for gas, oil, coal or wood 
in any type home . . . one or two story. Ideal for pot 
type oil burners. Meets FHA requirements. 


@ NATIONALLY ADVERTISED IN LEADING MAGAZINES 
Thousands of inquiries from our ads in Better Homes, 
Saturday Evening Post, Farm Journal, Country Gentle- 
man, American Home, etc., are referred direct to dealers. 
Complete selling literature, newspaper mats furnished 
free. 


e COSTS 20% to 40% LESS THAN BRICK 


Easily installed, summer or winter by anyone in 3 to 4 
hours. Lightweight, needs no foundation. Suspends 
from ceiling or floor joists. A more efficient chimney 
with better draft. 


© COMPLETELY PACKAGED FOR YOUR CONVENIENCE 


Easy to handle, minimum stock enables you to supply 
any 1 or 2 story house with any roof pitch. Furnished 
complete, all parts for entire installation. 


@ LIBERAL DISCOUNT TO DEALERS 


Ask your jobber about Van-Packer Chimneys or write 
direct. Make big profits as the Van-Packer dealer in 
your territory. 


VAN-PACKER CORPORATION 
134 South Clark St., Chicago 3, lil. 
a 
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964 ELASTIC 


. Give your customers — home handymen and con- 
tractors—a break. Switch them from messy, short- 
lived putty to Armstrong’s “33” — for glazing 
wood or metal sash. 

This amazing, inexpensive material stays 
E-L-A-S-T-I-C. It expands and contracts with 
weather changes — never gets rock-hard; won’t 
crack, chip or crumble. And so easy to apply! 
33” is SMOOTH — not “runny”; not lumpy... 
can be painted immediately after application. 

Yes, here’s a glazing compound EVERYONE 
likes. You will do well to feature it. 


Now Nationally Advertised 


This fall leading magazines — Better Homes, 
Country Gentleman, etc.—are carrying advertising 
on Armstrong’s “33” to 6,500,000 homes, and to 
contractors. Stock “33”—display it! You will find 
it a fast-moving, profitable item. Better order sev- 
eral cases from your jobber now! Faas 


Miles Ahead of Putty 














POINT-OF-SALE DISPLAY 


1-lb. cans come to you packed in at- 
tractive 3-color display cases (24 per 
case). This display on 
your counter will sell a 
lot of ‘33"' Glazing Com- 
pound. Also available in 
2, 5, and 10-lb. contain- 
ers, and in larger drums. 





age oe oe 


ARMSTRONG COMPANY - 4053 S. LASALLE - CHICAGO 9, ILL. 
P 


lease send me FREE 1-lb. sample of your “33” 
E-L-A-S-T-I-C Glazing Compound. 
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A DISPLAY of storm and combination windows on indivi- 
dual standards permits close customer inspection and effec- 
tive sales demonstration. 


all structures are sealed, both when capped and when 
completely insulated. These statistics may be carried 
even further to show the actual dollar and cents 
savings in fuel bills that are achieved by both methods. 

While many dealers today are promoting the sale 
of blown-in insulation, the majority have not entered 
the field because of the special equipment and extra 
personnel involved; and also because capping provides 
essentially the same efficiency without the necessity of 
special application equipment. 

Prospects for insulation jobs are developed in the 








A BAY display, with windows and storm sash, screens, or 
combination units installed, makes an impressive store 
display. 
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same way as described for other home improvemenf 
packages: advertising, direct solicitation, and by th 
home inspection service outlined in the previous 
section. 


For the most part, the customer is not familiar 


enough with the various types of products to knowf 


which is best suited to his particular requirements, 
Therefore, it is up to the dealer to analyze the situa- 
tion and point out the best way to handle the custom. 
er’s job. 


Much of the application work can be done by the 
customer; but for those who are unable to do so, ar- 
rangements should be available for the work to be 
done for him. 


DISPLAYING INSULATION PRODUCTS: Insulation ma. 
terials may be demonstrated and exhibited in a nun- 
ber of effective ways with emphasis on the demon- 
stration factor. Most manufacturers have developed 
unit displays of their products that are high in educa- 
tional and sales value. These usually show a small 
cross-section of their product installed between studs 
or joists, accompanied by the important sales and 
service points in their behalf. 


To supplement these displays, many dealers have 
built a full scale cross-section consisting of several 
studs, plates, joists, and rafters, into which the vari- 
ous types of insulating materials they sell are in- 
stalled. This type of display may also be used to 
explain basic construction details; and if carried out 
further, can include a window, storm sash, sheathing, 
siding, and roofing. 


Mass displays of insulation are also effective, par- 
ticularly when used to emphasize a sepcial promotion 
on insulation sales, 


One advantage of intensively promoting the sale of 
insulating materials, is that it opens the door to a 
wide range of additional services to be sold. For 
example, when inspecting an attic area for an insula- 
tion prospect, point out how easy and economical it 
is to install an attic ventilating system at the same 
time. This would add an attic fan, louvres, vents, and 
certain application supplies to the unit sale. 


Or it may be noted that the attic area lends itself 
readily to finishing into an additional room for home, 
which would mean the sale of a considerable number 
of additional building materials and supplies. 


STORM WINDOWS AND Doors: Storm windows save 
heat, reduce drafts, increase comfort, and markedly 
reduce frosting and sweating of the inner glass. 
These performance factors are so noticeable to the 
homeowner that the sale of these items invariably 
results in an enthusiastic customer; and there is no 
better time than the fall and early winter to promote 
the sale of storm windows and doors. 


There are many excellent types on the market today. 
All of these, if properly installed, perform essentially 
the same function. The all-metal combination windows 
and screws are in high favor now. They represent a 
permanent installation that requires little or n0 
maintenance, and eliminates seasonal putting up oF 
taking down. 


On the other hand, a high percentage of home- 
owners prefer the separate unit which they change 
spring and fall. Consequently, this type is also in 
great demand. 
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eloped 2. NO TOOLS NECESSARY 
educa- Eliminates sash cords, pulleys, weights and spring bolts. 3. NO BOXING, PLOWING, 
small No boxing, plowing, mortising. Made of special hard MORTISING OR FITTING 
i spring bronze. Stops rattles. Simple, low-cost time 4. NO WEAR ON SASH OR 
Studs and labor saver. JAMB 
3 and 5. MADE OF SPECIAL HARD 
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BIG MARKET IN YOUR COMMUNITY 6. REDUCES DRAFT 
have Sells right out of display carton on your counter. 1. TIGHTENS WINDOWS 
Merely place out where people can see them. 8. STOPS RATTLES 
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Year after year Diamond Hard has continued to be the 
ave preferred flooring of an ever widening circle of dealers 
dly and users. Sold by leading dealers from Maine to 
a California, Diamond Hard is unexcelled for quality and 
Ss. 
value. 
the 
bly Every foot of Diamond Hard is manufactured and graded 
no to exacting MFMA standards. A size, thickness and 
t grade for every flooring use—homes, schools, churches, 
- stores, offices, factories, warehouses. 
ay. For Lower Cost Projects 
lly Diamond Hard is available at considerable savings in 
ws Second and Third grades. Dependable Diamond Hard 
a manufacture in economy flooring. 
no Consult us on your requirements 
- in Maple, Birch and Beech Flooring 












-1] } Z- J. W. Wells Lumber Co. 


Menominee, Michigan 
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ATTIC ventilators and fans are a natural tie-in with insula- 
tion sales—can frequently be included in the same 
package. 








shown above are sure to arouse interest this fall. 





DON’T forget screens. A good time to replace or repair 
them is when they are taken down this fall. 
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WINDOW displays of insulating materials like the one 









Promoting the sale of storm windows and dooy 
follows the same pattern as for other home package 
For best results, they must be advertised in news 
paper, radio, and direct mail, and sold by direct sales. 
service men. Correct application is important, an 
while many home owners are able to install the storm 
windows themselves, a large percentage will not. 
Therefore, application facilities should be provide 
for those who desire it; as well as financing privilege; 
to permit repayment in monthly installments. 


Point-of-sale display in the store can be a mounted 
unit which permits the demonstration of its operation 
and function. Many manufacturers have developed 
small-scale portable models of their products. These 
are highly useful. Since a high percentage of sales 
are made in the home, the salesman can easily carry 
the working model with him and demonstrate its use 
at that point. 


SCREENS: Not to be overlooked is the potential 
business in screening during the fall. It is logical 
that the homeowner should replace and repair his 
window screens at the time when they are removed 
for the winter. Then they will be ready for quick in- 
stallation in the spring. Dealers who have pointed 
out this fact in their fall promotions report a very 
satisfactory volume. This is good business, and sales 
are usually for cash. The customer does the work 
himself, and many sales are also accompanied by 
paint, brushes, tools, etc., enabling the customer to 
do a complete job of refinishing his screens. 


WEATHERSTRIP: Another important product that 
helps materially to reduce drafts and air leaks in a 
home, is weatherstrip. This easily installed item 
should be-installed on all windows and doors—whether 
they are equipped with storm units or not—and should 
receive special promotional attention during fall mer- 
chandising campaigns. 


Weatherstrip can be satisfactorily applied by any- 
one. It is usually paid for in cash, and is an excellent Devel 
item to stimulate store traffic. Leoree 





DOUBLE GLAZINGS This interesting and versatile 
product consists of two panes of glass hermetically 
sealed with a dead air space between. It performs the W ] 
function of both window and storm window in that { 


it reduces to a minimum the amount of heat that is practi 
transferred through it. contin 
a pres 

Double glazed units have proved very popular for to the 
picture windows and other wide expanses of window handle 
area in modern homes, as well as for use in stores, are nC 
offices, and factories. No wedther sealing promotional almos 
program would be complete without giving it proper or as 
emphasis. holide 
Chi 


CAULKING COMPOUND, WATERPROOFING: These, t00, 


specs 
are products that play important roles in the adequate a h 
sealing of homes and other buildings against weather. ratio: 
Proper caulking eliminates drafts and leaks around eos 
doors and windows, and is essential if a structure 1s eesor 
to be adequately sealed. dea'c 
Waterproofing of masonry walls, both inside and er 
out, is good insurance against condensation or leak- a 
ing; and the variety of colors in which this product li 
is supplied gives it high appeal for its decorative, as 1) : 
well as its protective function. the 
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The Christmas Market 


Develop Christmas trade and note an 
increase in consumer sales all year long 


ITH THE COST of living still at a high level, 

there is no question but that the popularity of 
practical and usable items for Christmas gifts will 
continue this year. Since almost anyone appreciates 
a present that adds beauty, comfort, or convenience 
to the home, the lumber and building material dealer 
handles many items and provides many services that 
are naturals for Christmas gifts. As a matter of fact, 
almost every material in the yard and store, singly 
or as a part of a package, can be sold during the 
holiday season. 


Christmas merchandising, however, is a separate, 
specially planned and presented program. Special 
emphasis should be placed on store and display deco- 
ration, with liberal use of holly, tinsel, colored paper, 
trees, and all of the other colorful things that are 
asseciated with the Christmas season. Thousands of 
dea'ers who in past years have developed this busi- 
ness, have proved that the effort and attention re- 
quired to handle it properly are well worthwhile. 


‘The gift business is sold to two types of customer: 
1) ‘he one who comes to you with a definite idea of 
the item or package he wants; and 2) the shopper who 
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comes in to look over your merchandise with no defi- 
nite idea of what he wants. 

In both cases, eye appeal is a primary buying 
stimulus. Retail merchandising experts agree that 
there is more impulse buying at Christmastime, 
than during any other season of the year; a conclu- 
sive reason why product displays be made as attrac- 
tive and as appealing as possible. 

Advertising, too, should be prepared from the same 
viewpoint. People read advertising more carefully 
when planning their gift lists than at other times, for 
most are eagerly searching for specific items that 
conform to their general ideas of what they want. 
Good Christmas advertising should include the copy 
and illustrations that will crystallize the reader’s ideas 
into definite decisions, and the use of- decorative art 
work in layout that accentuates the season will add 
immeasurably to the pulling power. 

One of the important things to remember is that 
you are competing with all other industries for the 
customer’s gift dollars. It is possible that many 
people in your trading area have not considered you 
before as a source of gift items. But since products 
sold in the lumber and material yard are practical, 
useful, attractive, and long-lived in service, you have 
every advantage to convince your customers that 
yours is the merchandise they should buy. 

DEVELOPING STORE TRAFFIC: Since the bulk of 
Christmas sales are made in the store, every effort 
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should be made to stimulate traffic through the store; 
the casual shopper will account for as much business, 
or more than the customer who comes in for a partic- 
ular item. 

Newspaper, radio, and direct mail advertising can 
help accomplish this. But there are other ways that 
should also be considered. Some of them that have 
been tried and found effective by dealers in the past, 
not only have increased customer traffic during the 
Christmas season, but have been the means of attract- 
ing new customers who return many times through- 
out the entire year. 

Unique decorations and displays on the outside of 
the store and yard are wonderful traffic stimulators. 
Many dealers put up a beautifully decorated and 
lighted tree in front of, or on top of their store, with 
a sign identifying their company as a gift center. 
Others have Santa, his sleigh and reindeers riding 
above their store or lumber sheds. Or a Nativity, or 
other Christmas scene will cause all passersby to stop 
and admire, as well as to feel kindly toward your com- 
pany for your appropriate observance of the season. 

For several years, a Chicago dealer has built a 
beautiful and impressive Nativity scene atop his store, 
and by arrangement with a church in the neighbor- 
hood, has a boy’s choir sing hymns and carols for 
an hour each day beside it. People come from far 
distances just to hear the lovely singing. 

This activity is devoid of any commercial flavor. 
The program is offered entirely as a gesture in keep- 
ing with Christmas. No signs or posters are used to 
invite people into the store. And yet its effect on 
store traffic is tremendous, 

The October 28 issue of AMERICAN LUMBERMAN 
will be devoted especially to merchandising Christmas 
items, but in order to give a general picture of the 
products and packages that can be sold as gifts, the 
following outline is compiled. 

HOME IMPROVEMENT PACKAGES: Almost all of the 
packages discussed in the previous sections of this 
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THE Christmas shopper can visualize how each of the items 
in the window display below will look under his tree on 
Christmas morning. 
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The MONARCH OVERHEAD DOOR opens 
the way to More Sales this Fall 


Now is the time to cash in on the demand for low cost 
garages. Get the business by featuring these 


Sales Advantages of Monarch Doors 








light fit against jambs Multiple Fir plywood panels 





Fifteen stock models available 
1%"' or 134" thickness : . : 
; Silent cable lift Monarch Style—87 

Douglas Fir oO" x 70" 
Solid steel ball bearing rollers Ball bearing cable sheaves 6 Panels Wide 


Galvanite rust proof track 





Galvanized multiple strand cable Standard 34" locking bars across 4 Sections High 





Heavy 12 gauge 8"' hinges door 
Interlocking shiplap weatherproof All extra heavy hardware ‘ 
—- le ee 60 i Shess SS. 


erry. oermnny 
. 


Doors guaranteed one year, Hard- 


Cylinder lock and keys ware 5 years uP 
 Aemgy ednne Furnished either all sections widnare AOOT 
Immediate shipment from stock paneled or top open o°S See ane 


q / 
Sa - 
et ake 


“(MONARCH DOOR, INn., Folsom, ro. 


ems ; ee |g 
on So ee eee ee 















For prompt, dependable service on Southern Pine 
and Hardwood products, including Oak Flooring, 
put your needs up to Southern Pine Lumber Com- 
pany. For 68 years this organization has been 
delivering satisfaction to buyers everywhere. Two 
modern band mills. Precision planing mill equip- 
ment and scientifically operated dry kilns. 


Send us your inquiries and orders for 


Southern Pine, Southern Hardwoods, Oak Flooring 














‘SOUTHERN = TLE ra 


Mills: DIBOLL and PINELAND, TEXAS © General Sales Office: TEXARKANA, TEX. 
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PRACTICAL «ire wera... 


FOR THESE GIFTS!!! 


A few choice gift items that are practical — useful 
gifts that will be appreciated. : 





Cast aluminum mail boxes, wrought iron finish! 
Fine thermometers for dual purpose readings 
(outdoor & indoor)! .Roller .Skates! Door 
Chimes! 


® 
TOOL CHRISTMAS PACKAGES 
DRILLS SCREW DRIVERS 
. HAMMERS PLANES 
WRENCHES CHISELS 


SOLDERING IRONS 


Many Other Quality Tools by Stanley—Just the 
Thing for the Handy Man! 


All metal, highly polished -100 ft. steel tape 
measure. Comes attractively packaged for a 
gift to the a ge Boy Scout hatchet for 
carrying in belt. bli Al Ther- 
mos Bottles. Good Pocket Knives. Refrigera- 
tor ice cube trays. 


A\BUQUERQUE 
company 















Corner of Second and Marquette Dial 3-1761 


HERE an unfinished shelf is tied with a big red ribbon 
to identify it as a practical Christmas gift. 

























issue can be promoted as Christmas gift, either as 
present from one member of the family to another, 
or as a family gift to its collective self. This would 
include: 

1) A.modern kitchen, bath, powder room, attic or 
basement recreation room, home _ workshop, 
photographic dark room, laundry, sun porch or 
room, garage, greenhouse, outdoor grill and 
recreation terrace, etc. 

2) Home decoration: including refinishing or re- 
covering of walls and ceilings; installation of 
built-in cabinets, closets, shelves; circulating 
fireplaces, mantels, and equipment; lighting fix. 
tures; hardware of all types; etc. 

3) Home improvement: insulation, storm sash 
and doors, screens, reroofing, residing, heating 
and air-conditioning systems, etc. 

INDIVIDUAL GIFT ITEMS: 


Lumber 1) An assortment of short lengths of 

and lumber, hardwood and softwood ply- 

Millwork woods, fibre board panels, together 

with patterns and plans—as a kit for 
the home workshop. hobbyist. 

2) Built-in cabinets, closets, shelves for 
every room in the home. 

3) Unfinished and unassembled furni- 
ture and fixtures, both for home and 
garden. 

4) Work benches. 

5) Storm sash, doors, screens (both 
wood and metal). 

Hardware &1) Decorative and builders hardware of 
Tools all kinds :. locksets, ornamental items, 
door knocker, chimes, mail boxes and 
slots; dust and laundry chutes; 
wrought iron hardware; _ kitchen, 
bath, and closet hardware; outdoor 

grills; metal awnings, etc. 

2) Power and hand ‘tools (either as sets 
or individual units for hobby shop or 
home maintenance.) 

3) Garden tools and supplies. 

4) An assortment of paint brushes and 
cleaners. 

5) A kit of nails, screws, nuts and bolts, 
for home maintenance. 

Fixtures & 1) Electrical appliances, large and small. 
Home 2) Venetian blinds. 
Accessories 3) Cornices, traverse rods. 

















































































































































































































































TINSEL and other seasonal decorations are essential in 
all Christmas display planning. 
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@ TRU-BILT is a resin-bonded, water- 
proof plywood manufactured by an ex- 
clusive West Coast Plywood Company 
process to meet all weather conditions. 
Rotary cut veneer from selected logs 
moves through a special spreader, along 
a continuous assembly line, into a stacker 
and synchronized loader and hot press. 
Skilled operators and careful multiple 
inspection assure constant uniformity 
and high quality. For finest exterior 
plywood, specify TRU-BILT. 
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GET YOUR COPY OF THIS 






ZEGERS 


eae 


COMBINATION 
METAL WEATHERSTRIP 


SASH BALANCE 


(complete 











METAL 


weather protection 
plus free, easy 
window operation) 






“COMBINATION” 
FOR FASTER, 
EASIER 
INSTALLATION! 


Here’s the new cat- 
alog that gives com- 


plete information on 
DURA-SEAL COMBINATION 


WEATHERSTRIP AND 


SASH BALANCE plus the Zegers complete line of metal 
weatherstrips. All millwork manufacturers, sash and door 
jobbers, and prefabricators of homes are invited to re- 
quest their free copy. Send the coupon below and find 


out how you can increase your 
profits on every window you sell! 


ZEGERS INCORPORATED 
8088 South Chicago Avenue 
Chicago 17, Illinois 


Send new Catalog 49 
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STATE 
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Cultivating he Home Planuer 


Help the home planner with his ideas 
this winter — build his home next spring 


NE of the best ways to lift your sales out of the 
competitive, bidding class is to offer service. 
One of the best services you can offer a new house 
or remodeling prospect is to help him translate his 
dreams into sound, practical plans. Here are six 
tested ways to capture a prospect’s interest, then help 
him move along the planning path from the point of 
thinking to the point of buying. 

These prospect catching, sales building ideas can 
be used individually or in combinations, depending on 
the markets available and the need for business. They 
are listed according to simplicity of adoption, but 
not necessarily effectiveness. 


BANK WINDOWS 

Downtown store windows offer excellent display 
space to promote housing interest through models 
and floor plans. The bank which handles your fi- 
nancing will often cooperate in this type display. 
Other possibilities are friendly house furnishing, ap- 
pliance, and (in smaller towns) department stores. 

In arranging this sort of display, point out to co- 
operating merchants that your sale of houses will 
mean future business for them. Make sure the dis- 
play is neat, attractive, has sound idéas and that it 
directs the prospect to you. 


MODEL HOUSES 
During the winter months set up in your store a 
series of small, scale model houses. (These houses 
can be bought from a number of sources.) Pick models 
that are practical, that fit your location. Best scheme 
is to represent a block of houses, with street, side- 
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walks and model shrubbery. Pick models that show 
the floor plan when the house is tilted back. 

Do not neglect the crux of this display: advertis- 
ing to prospects—and particularly the women—that 
you are featuring a display of model houses for their 
inspection and information. Plug the display occa- 
sionally in your advertising through the winter. The 
more prospects who see the display, the more possible 
customers you are going to have. 

Remember! A great many women are _ thinking 
about new homes. Most of those women won’t be 
walking into your store unless you advertise you 
have something of interest to them. 


SCRAPBOOKS 


Scrapbooks of room and house plans and decorative 
ideas are a tested means of finding prospects, then 
developing them into customers for either new homes 
or remodeling. Build up a number of scrapbooks by 
clipping plans, photos and drawings from magazines 
and ads. The supply of pietures is limitless, Prac- 
tically every magazine is capitalizing on the current 
interest in homes by printing plans and photos. 

None-the-less, choosing material should not be done 
on a hit or miss basis. Pick practical ideas, pick ideas 
that apply to your locality. Try to get variety. A 
sound idea you don’t care for may be just right for 
one of your prospects. It may make him decide to 
buy. 

Use a few expensive ideas and a few ultra-modern 
ideas to build up desire and ‘interest. But put the 
emphasis on the attractive and the practical. Above 
all, pick photos that emphasize good taste. 

Have the cover of each scrapbook inscribed in this 
fashion: Scrapbook of New House and Remodeling 
Ideas. Lent by courtesy of Home Lumber Company. 
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now BUY MORE THAN PRICE! 


Here's character, texture and, ap- 
pearance in this newer member to 
the Atlantic line of proven products 
always accepted with unqualified 
approval. 


100% even textured Appa- 
lachian Oak carefully kiln 
dried and precision machined 
produces flooring that is sec- 
ond to none. If you want a 
winner buy Vestal brand. 





Uj, 


Q 


FLOORING 
100%, APPALACHIAN RED AND WHITE 0.04 


Abso, in mixed cars, with Aeaetin hardwoods, from Your 
HEADQUARTERS FOR HARDWOODS 
THE ATLANTIC LUMBER Co. 
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88 BROAD STREET, BOSTON, MASS. 1055 SENECA ST., BUFFALO, N. Y. 
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‘|| Get Your Lumber from this Modern Plant 
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me Well-manufactured, properly 
= seasoned lumber from qual- 
mes ity logs drawn from our own 
by tree-farm. As this aerial 
nes view suggests, White River 
ws has every modern facility for 
the production of quality 
one lumber. The name White 
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.... Since 1896.... 


WHITE RIVER LUMBER, Enumclaw, Wash. 


Branch of Weyerhaeuser Timber Company 
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Keep accurate track of who takes the books out. Fol- 
low up with a sales call. 

Here again advertising of the scrapbook service is 
all-important. The general public won’t know about 
it unless you tell them. 

It’s an excellent idea to display blowups of three 
to four pictures in your display window. Indicate 
with a sign these are but a few ideas culled from 
your scrapbook. Invite window shoppers to call for 
further ideas. This is a dealer tested method to get 
prospects in the door. 

DRAFTING CLASS 

Make your drafting service a positive prospect 
getter and selling tool. Offer for a nominal fee to 
supply five copies of the prospect’s idea of a floor 
plan: Rough in only major outlines and dimensions. 
If the prospect is still in the thinking stage, suggest 
he use the copies of his rough plan to further refine 



































HELP the prospect decide first what can and cannot be 
included in the home he wants for the money he can afford 
to pay. Plans and elevations can follow later. 


his ideas. Give him a file of manufacturer’s literature 
on products you handle. In this way you will capture 
his interest, keep him thinking about a new house in- 
stead of a new car. He’ll become conscious of products 
you sell. 

Follow these prospects up as the individual case 
indicates. As in other cases, advertise that you have 
this service available. 
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WINDOW easels with a number of photos of attractive 
homes-will draw many home planning prospects. 


150 


se 


A QUIET corner where prospects may study plan books 
and literature is much appreciated by all home planners, 


DESIGN CLASS 

Classes, open to the public, on the fundamentals 
of house design and decorating were proved before 
the war to be successful prospect getters and sales 
builders. Such classes can be quite simple or rela. 
tively elaborate, depending on the size of the dealer 
operation and selling requirements. 

You may decide to arrange a series of meetings in 
which you get your local finance man, an architect, 
a builder and perhaps some manufacturers’ repre- 
sentatives to talk on various phases of new building 
and materials uses. 

Or one evening each week you may conduct meet- 
ings with your own staff, perhaps teaching the funda- 
mentals of drafting so that prospects can get their 
own ideas on paper. (Arrange with your local sta- 
tionery store to supply minimum drawing tools and 
board as’ an inexpensive kit.) Have your salesmen 
take part in the meetings. They can give short talks 
on various products. They can suggest various prod- 
uct uses as prospects learn to work out plans. 

Don’t, in considering the feasibility of this idea, 
get the wrong impression. Such meetings are set up 
and advertised as a public service. But your purpose 
in organizing them is to pull prospects into your store, 
and then to make those prospects customers. Don’t 
judge success by total attendance. If two people at- 
tend an evening session, and one is developed into a 
house or remodeling prospect, you have conducted a 
good meeting from your point of view. One such cus- 
tomer a week would be a good return from a couple 
of evening hours. 

CONTESTS ARE GOOD 

A sixth way to find and sell house and remodeling 
minded prospects is to conduct a contest. A local ad- 
vertising agency or your newspaper will help arrange 
details. Here is but one idea: 

Pick four house plans—perhaps as developed by 
four of your suppliers. Run one plan each week. 
Offer a series of merchandising prizes (perhaps over- 
stocks or odds and ends) for the best letters telling 
why the writers like one particular plan best and 
why. The first prize might include a discount on the 
price of a bill of materials bought from you. 

Get some prominent citizens to act as judges to 
lend prestige. Promote the contest thoroughly in your 
regular ads and in special ads. And remember! Al- 
though the contest will be good public relations, the 
main purpose is to find prospects and customers for 
the spring and summer building season. Many will 
turn up among the letter writers. 
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Another Triumph of 


8” SAW 
CUTS 2%” 


New Low Price 


ompiete $ } 

a. 4 3 0. 

(eu, PORTER CABLE g , 

with More Power and other 
up-to-the-minute improvements. 


Likeallthe great Speedmatics-BALANCEDstaticly 
for Easy Handling . .. BALANCED dynamically for 
Smooth Operation! And now offering a New Motor 
with extra power, along with other improved features 
that mean better performance, longer life. 


Look them over— @ Powerful, compact, short-coupled 
motor .. . smooth, efficient helical gear drive to blade @ Pro- 
tecto Wall between saw and motor housing prevents sawdust or 
grit from entering motor @ Motor ventilated by speed-draft 
turbine fan @ Air blown through saw housing cools blade and 
keeps cutting line clear @ Sawdust or grit exhausted through 
extra large, non-clogging vent in blade housing @ Center-of- 
balance, comfort-grip handle with trigger switch @ Blade at 
right of saw center . . . the operationally correct location ® 
Extra broad base for steadier rest @ Positive, spring-returned, 
hinged guard—wet sawdust can’t pack in @ Angle adjustment: 
dial graduations from 0° to 45° @ Adjusting screw for depth of 
cut @ Shock absorber behind arbor nut cushions blade en- 
gagement @ Uses abrasive cutting wheel for tile, metal, etc. 
® Single unit shaft and arbor @ Furnished with 220 volt, AC- 
DC Motor—$135.00. 


@ Ask your distributor to show you this great New 
Speedmatic in action. You’ll want this saw on sight. 
See your distributor today, or write for full information. 


PORTER-CABLE Machine Co. 


1649 N. SALINA ST., SYRACUSE, N. Y. 


Makers of SPEEDMATIC and GUILD Electric Tools 
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HOW TO MAKE FRIENDS 
...and Influence Sales! 
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You make a friend the minute your customers spot the eye- 
compelling CHROMTRIM metal mouldings merchandiser in your 
store. When they pick up the interesting “Trim Ideas” booklet of 
home decorating ideas that's when home modernization ideas begin 
to pop. As they buy the easy-to-apply CHROMTRIM, they'll also 
want the companion merchandise necessary to complete the job. 


Paints, brushes, cabinets, linoleum, tools are just a few of the 
things they'll need, once CHROMTRIM puts them into the decorat- 
ing mood. It's the CHROMTRIM way to Make Friends And Influence 
Sales! If you haven't got a CHROMTRIM "Silent Salesman” mer- 
chandiser in your store, clip the coupon below and discover how 
you can start a profitable metal moulding department for as little 
as $39.95! 


Insist On Genuine Chromtrim Refill Stock 
— To KEEP Friends 
And INSURE Future Sales! 


* 7 
oy - — — 1R. D. WERNER CO., INC. 295 Fifth Avenue, New York 16, N Y 


Send me pl on the 3 Ch 
Teena 


ACA Tim deals. showing how I can start a profitable Chromtrim 
HROM if IM = department for as little as $39.95. Also send FREE copy of 





SUL AL-9 


~~ 
, 


* You make 100% dealer profit on every Chromtrim refill! 











Just knowing about a 
product doesn’t make 
customers want it. It’s 
knowing all about that 
product in relation to their personal needs that sells 
your public. Can advertising do this job? News- 
paper advertising definitely brings your story to the 
greatest number of prospects at lowest cost per in- 
quiry—but can it tell more than an impersonal story? 

Yes—you can do a superlative job, provided you 
insist on bright, personalized pictorial copy. People 
want only what they can see in their mind’s eye! 
Drab words, gray words, pale words, impersonal 
words such as “full line,” “complete service,” “all 
colors,” “several finishes” merely outline, merely in- 
form—never sell anyone anything. They tell no story, 
paint no pictures, create no strong, compelling emo- 
tional desire for your products . . . fail utterly to 
draw your prospect into your story. 

Personalized copy is a matter of the right word 
choice. Warm, friendly words. Colorful, vivid words. 
Words that make your products and services come 
alive and strongly relate them to the individual needs 
and problems of your prospects. 

Instead of “all colors,” for example, use “subtle 
decorator colors that are hard to find” .. . “shades 
that harmonize perfectly with your pet decorating 
schemes.” Instead of .over-worked expressions like 
“terms,” “easy terms,” and “monthly terms,” put new 
life and sell into your copy.like, “20 Home Improve- 
ments You Can Make for As Little As $...... a 
Month!” 


AHEAD OF THE GAME One way to outstrip 


competition is to make 

new customers feel they 

really know you before 
they ever set foot in your yard. If you wait until they 
first walk in to start confidence-building relations, 
you’re doing it the slow, hard way. 

Contrast the dealer who waits ’til he is face-to-face 
with a customer before he starts selling, with the 
dealer who pre-sells his public—with carefully per- 
sonalized advertising that constantly familiarizes them 
with his staff and organization. 

Dealer No. 1 has just one chance to make the kind 
of impression on new customers that brings them 
back. If he or any of his staff fail the first time, he’ll 
never see these prospects again! Even if he succeeds 
in putting it over the first time, he will still have a 
long confidence-building job ahead of him before such 
prospects are likely to entrust him with a major 
investment like a new home or extensive remodeling. 

Dealer No. 2 is ’way ahead of the game, because he 
has already exposed his new customers to dozens of 
confidence-building impressions before ever meeting 
them. Result: Relationships that promise to be good 
ones before they even start. 

Every ad you run is an opportunity to make hun- 
dreds of new prospects feel they really know you... 


SEES IT, WANTS IT, 
BUYS IT 





by Norm Advertising, Inc. 
New York, N. Y. 
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bring them in in a receptive, buying mood. In each ad, 
slip in some line that educates the public to your 
business methods and standards of quality such as, 
“We protect you from a Jerry-built investment.” Or 
a line that familiarizes the public with your staff. A 
friendly invitation, for instance, like, “‘Have you met 
our Mr. Corbett? His 17 years of planning experi- 
ence can save you a lot of money.” 


IT NEVER FAILS 


If you’ve spent much time 
observing human nature, you 
know that one of the strong- 
est of all selling appeals is to 
personal pride and the desire for prestige and some- 
thing better ...no matter how much or how little 
the customer has to spend. Lift a product or its pur- 
chase out of the ordinary class and you’ll have an 
excellent run on sales. 

Here are selling appeals that cash in on this deep- 
rooted desire to keep up with the Joneses or better 
yet, set the pace. “Whether you have a $6,000 home 
or a $26,000 home, you can remodel with this hand- 
some wall material for as little as $...... a month.” 
The implication being, of course, that “you, too, can 
have interior surroundings as lovely and as superior 
as Mrs. Pipton Updyke’s even if your income is far 
less.” A phrase like, “featured in many smart deco- 
rating magazines” also invests any nationally-adver- 
tised products you carry with superiority in the minds 
of many local people. 


THE $100 CLUB One method of stimulating local 


interest in big store and office 

improvements is to center un- 

usual attention on small ones 
first. As a curtain-raiser, look over some of the 
smaller stores and offices in the center of town, and 
plan some eye-catching improvements that may be 
made for only $100 per store. 

A more attractive entrance . . . a stand-out color 
scheme and paint job to frame show windows. . . or 
interior display devices that show to better advantage 
both inside and outside the store. For example, 
to the proprietor of an inconspicuous book shop, you 
might suggest the standing wallboard display wings 
now used by the smartest shops to display record 


albums, books, fabrics, etc. 
Obviously, such -a promotion is going to take 
imagination and ingenuity .. . it is also visible proof 


to the whole town that you know how to stretch your 
customers’ dollars, can solve a hard problem when 
you have to, have the business man’s problems and 
his interests at heart at the same time you sell ma- 
terials. 

The way to make the biggest dent is to select a row 
of five or six stores—figure out how you can make 
some good (and highly visible) improvements for no 
more than $100 each—then submit -your ideas to all 
six within the same week. If you can persuade one or 
two in a consecutive row of stores to sign up, it will 
be easier to persuade the others to join your $100 
Club to spruce up. 
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r y TRADE-MARK REG. U. S. PAT. OFF 


COLD APPLICATION BUILT-UP ROOF 
CONSTRUCTION 


Carries a Double Punch! 


mummmme> A BETTER ROOF at LOWER COST 
wae §=MORE PROFIT TO YOU! 


ABESTO MANUFACTURING CORP. 


Dept. D3, MICHIGAN CITY, INDIANA 








Abesto PRODUCTS 





ROOFING ADHESIVES and COATING MATERIALS WOOD PRE SERVER S 
abesto LIQUID abesto anmaptingg abesto CLEARTOX 

abesto SEALER abesto SEMI-Plastic abesto STAINTOX 

cheste QUICK-SET PLASTIC abesto CHEMICAL TERMITE CONTROL 

abesto LIQUID LUMICLAD 

abesto FIBERATED LUMICLAD CAULKING COMPOUNDS 
































pAbloc, ..the ladder line 








HAND MADE | that makes sales 








Babcock ladders just naturally sell better, be- 








cause they’re made better. All wood parts 
are of selected, carefully seasoned stock. All 
woodworking is thoroughly workmanlike. All 
metal parts are precisely machined and cad- 
mium plated. Babcock ladders are made to 


LADDERS CLIMB 











last a lifetime—and they show their quality. 
If you'd like to make your ladder sales climb, 

















von aan 








SEND FOR THE BABCOCK CATALOG 
and full sales information today. 
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63,000 SAWMILLS 


A well-known writer recently took 
a lusty swing at the “great lumber 
trust” . . . and in all seriousness, 
too. In his opinion the trust was 
largely responsible for the high cost 
of housing, although lumber actually 
accounts for only 20% to 25% of 
the total cost of the average home. 

The observation caused us_ to 
thumb through some of our prewar 
notes in which we found that four 
companies then accounted for 79% 
of the sugar; four produced 89% of 
the glass; four manufactured 85% 
of farm materials; eight accounted 
for 64% of the iron and steel; four 
made 100% of the linoleum, and one 
was responsible for 90% of the alumi- 
num. 

No doubt there has been some 


change in these percentages since 
that time. Whether the number of 
producers decreased or _ increased 


slightly in the meantime isn’t impor- 
tant when it is known that there are 
now 63,000 sawmills operating in the 
United States, according to the U. S. 
Department of Commerce. 

No other industry boasts as many 


producers. 
* * x 


People grow and progress 
only through overcoming diffi- 
culties, including those caused 
by their own errors. 


* * * 


STILL GOING GOOD 


Per capita expenditures for con- 
sumer goods and services is close to 
the all-time high of last year, ac- 
cording to U. S. Department of Agri- 
culture. Here are some prewar and 
postwar figures: 


1935-39 average ........ $ 490 
PE Cb6eehewhannwedeciet 875 
pe ree tere 1037 
 tihexretawesevenee 1137 
a ere 1206 
1949 estimated ......... 1185 


* * * 


Volume is still satisfactory in 
the majority of lumber yards, 
but the net profit is declining, 
in some cases, at an alarming 


rate. 
* col * 


TREND 

Seventeen concerns have passed 
the $1 billion mark in the sale of 
goods and services. . . Twelve com- 
panies now operate 4,673 variety 
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stores. . . 400 concerns now account 
for more than 50 per cent of the 
retail sales. 

* ok * 


GETTING TRUER EVERY DAY 


“The closer you can come to what 
your customers are trying to buy 
(And Use) the better your service 
and the less your competition.” 


* * * 


Nothing is more welcome to 
the prospect than authentic in- 
formation from someone who 
knows the answers. 


* * * 


HOME-SELLING RECORD 


Levitt and Sons (Long Island) 
have many home building achieve- 
ments to their credit, but to our way 
of thinking this one tops the list. 
Recently in a single evening, 650 
veterans signed contracts for homes 
in Levittown at the rate of one every 


three minutes. .Total construction 
costs are expected to amount to 
$5,250,000. 


The three-minute transaction in- 
cluded the selection of a location, 
signing the contract and paying $100 
to bind the deal for a house costing 
an average of $8,000. According to 
the report of the New York Herald 
Tribune, five tables were set up, each 
representing one of the five basic 
exterior designs. At each table sat 
a Levitt assistant, a closer and a 
stenographer. Applicants had pre- 
viously visited Levittown and had 
picked a design and approximate lo- 
cation. All homes will be completed 
so that purchasers can occupy them 
in December. No down payment is 
required. The $100 will be returned 
when the home is completed and the 
new owners will liquidate their in- 
debtedness at the rate of $58 per 
month. It’s that easy! 


* * * 


No government housing proj- 
ect will ever approach the 
Levitt development in_ effi- 
ciency, attractiveness or econ- 
omy. 

* * * 


PRICE ISN'T EVERYTHING 

Competition being what it is to- 
day, it may be worth while to refer 
again to the survey of several thou- 
sand women buyers as to their pref- 
erences in a retail establishment. 
Result: 1). courtesy, 2) cleanliness, 
3) orderly arrangement, 4) attractive 


MERCHANDISING 
CLINIC 
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display, 5) good assortments, 6) 
price. 


* * * 


No successful retail estab- 
lishment can afford to overlook 
the buying power of women. 

* * * 
MECHANICAL HANDLING 

Declining net profit, largely due 
to continued high operating costs, is 
stepping up interest in mechanical 
handling, not only in lumber yards, 
but even in department stores. 

Says “Retail Grey Matter,” a pro- 
motional and merchandising idea 
bulletin for retailers: 

“For three years, the tendency has 
been to beautify the facade. We say 
that in the next three years, the 
tendency should be to mechanize the 
operation. The public waxes fat on 
luxurious atmosphere Only When Its 
Purse Is Fat. That selfsame public 
wears itself thin looking for ‘values’ 
when its purse is thin!” 

* * * 


One way street: “Conquer 
fear or fear will conquer you!” 
* xx * 

“THOSE AMAZING PENNEY 

STORES" 

This is the title of a most interest- 
ing story in Coronet magazine about 
the Penney stores. High spots: 1,602 
stores in 48 states are located in big 
cities down to towns of 1,000. Sales 
in 1948, $885,203,023.00. Ironclad 
Penney principles for 46 years: No 
comparative prices; no special sales; 
no credit sales; no deliveries. 

* * * 


Nearly all business problems 
when sifted down become hu- 
man problems. 

* * * 


“SELF-SERVE" IS HOT! 

There is more comment concerning 
the success of self-service in retail- 
ing than anything that has happened 
in many a moon. The trend which 
was well under way before the war 
was stimulated greatly by the post- 
war scarcity of competent, courteous 
sales personnel. Some way had to 
be devised to get along without them. 

Self-serve stores are not only 
exceedingly popular but, more impor- 
tant still, they actually sell more 
goods per customer visit. Self-serve 
may not apply to the lumber end of 
a retail yard, but it certainly fits well 
into the store part of the establish- 
ment. 





by R.E.S. 
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A steadily increasing de- 
mand for FLETCHER Wood 
Scrapers indicates their in- 
creasing popularity. Begin 
stocking these fast moving 

tools by purchasing the Units 

illustrated below. 


Selling extra blades means 
many repeat sales. Our “blade- 
book” method of packaging auto- 
matically increases the amount 
of blades sales. Ask your jobber 
salesman about these. 


PURCHASE IN UNITS 


A small investment will provide a 
moderate stock of every style and size 
of FLETCHER Wood Scrapers. An at- 
tractive display is furnished with each 
unit, and each unit is priced to give 
you a bonus profit. 





FOR RESALE OR FOR YOUR OWN USE... 
STOCK THE FLETCHER 


GLASS CUTTER 











THE FLETCHER-TERRY CO. 


400 SOUTH ST. FORESTVILLE, CONN. 
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Midalitr 


the 100°), concealed sash balance 




















ow you can sell Hidalift — the 
modern, 100% concealed sash bal- 
ance — with the type of attaching 
bracket best suited to your customers’ 
individual requirements. The new “L’ 
type hinged bracket can be installed o; 
removed with sash in frame. Simplifies 


IEE DCEO AE 


SS ROSALES ELE A EEE LIEGE 


installations with weatherstripping. For 
installation with sash removed from 
frame you can sell the cup type attach- 
ing bracket. Either type can be adjusted 
without removing the sash from frame. 
Mail coupon below for complete infor- 
mation, prices or samples on Hidalift. 


4 iat ag IO . 
PA SESS ATL SALE LL ALLELE LEE 


1848 1949 





HIDALIFT DIVISION, THE TURNER & SEYMOUR MFG. CO. 
TORRINGTON, CONNECTICUT 


Gentlemen: 
1) Send complete literature and prices on Hidalift 
1) Send sample. () Cup type 0 "L” type 
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SEND FOR THESE: 





The Bilco Celladoor, a time saver 
for builders, is illustrated and fully 
described in a new folder offered 
under dealer imprint. Quickly in- 
stalled as a unit, the Celladoor gives 
the householder permanent, conveni- 
ent access to the basement, an addi- 
tional exit for safety’s sake in case 
of fire. You can hang a Bilco in 10 
minutes or less, according to the 
manufacturer. Write Bilco Manufac- 
turing Company, Dept. AL&BPM, 
New Haven, Conn. 


Arkansas Pine Handbook—for deal- 
ers and their sales and estimating 
staff—for carpenters and contractors, 
tells how to specify and finish Ar- 
kansas Soft Pine. Includes typical 
finish and molding patterns, framing 
details, stress tables and other valu- 


able construction data. For free 
sample copy, write Arkansas Soft 
Pine Bureau, Dept. AL&BPM, 988 


Boyle Bldg., Little Rock, Ark. 


New Builders Hardware Catalog is 
a twenty-page full color presentation 
of modern locks, including a steel 
case mortise cylinder lock with auto- 
matic bevel, an “all steel” tubular 
lock of new construction, “wrench- 
proof” tubular cylinder locks and a 
steel case bit key lock with several 
newly developed features. For a copy 
of this new catalog, write Arrow 
Lock Co., Dept. AL&BPM, 762 Wythe 
Ave., Brooklyn 11, N. Y. 


The Louver Catalog illustrates and 
describes the complete line of Leslie 
louvers. There are three different 
models (one slant roof type and two 
wall types) and 12 sizes to meet 
every attic ventilation requirement. 
Leslie louvers are available in alumi- 
num or galvanized steel. Write Leslie 
Welding Co., Dept. AL&BPM, 2941 
W. Carroll Ave., Chicago 12, III. 


Removable-Window Catalog con- 
tains full information about R-O-W 
spring cushion double-hung wood 
window units, including construction 
details. R-O-W windows are remov- 
able for washing or painting; in open- 
ing and closing wood slides against 
metal. Spring pressure acts as a 
cushion to compensate for swelling 
or shrinking due to weather condi- 
tions. Write R-O-W Sales Co., Dept. 


AL&BPM, 218 E. Harrison St., Royal 
Oak, Mich. 
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Products .... Sales Aids .... Literature 


Ladder catalog illustrates the Bab- 
cock line of hand-made step, straight 
and extension ladders and describes 
their principal construction advan- 
tages and features. For catalog write 
The W. W. Babcock Co., Dept. AL& 
BPM, Bath, N. Y. 


Interior Wall Coating in Deep 
Shades and Light Pastels 


Asepticote, a new interior wall 
finish with chlorinated rubber con- 
tent, was formulated to meet the 





demand for deep shades as well as 


light pastels. Following extensive 
laboratory washing tests using 
inks, mercurochrome, china-mark- 
ing pencils, lead pencils, finger 
marks and other soil marks, all are 
said to have vanished quickly when 
washed with ordinary soap and 
water leaving a perfectly uniform 
finish. Asepticote dries over night. 
Colors are ready-mixed in the con- 
tainer. Write Truscon Labora- 
tories, Dept. AL&BPM, Detroit 11, 
Mich. 


New Metal Sliding Doors 


A new line of sliding steel doors 
for new construction or remodel- 
ing, is designed for use in bedroom 
closets, basement storage rooms, 
garages, etc. Supplied with all 
hardware, the doors are packaged 
as complete units ready for dealer 
delivery to the customer. They 
come in four sizes, require no cut- 
ting or mortising. The pre-formed 
track, on which the doors slide on 
ball bearings, is made of alumi- 
num. Finger pulls are brass. There 
are swing doors, frames, sliding 
closet doors and closet units. Write 
The American Welding and Manu- 
facturing Co., Dept. AL&@BPM, 500 
Dietz Road, Warren, Ohio. 
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Floors by Fremont 

Endless combinations of Fre. 
mont rubber tile permit tailorized 
floors to match every need and tem. 
perament. Available in a_ wide 
range of plain and marbleized colors 
that go all through the tile, this 
fade-proof flooring is also slip, 
grease, and fire resistant. Easy to 
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install and keep clean, rubber tile 
also lessens fatigue and suppresses 
sound. Comes in 414”, 6”, 9” and 
12” squares with feature strips 1” 
wide and border strips 36” x 45”. 
Also note vinyl plastic set-on-coving 
shown in photograph. Write Fre- 
mont Rubber Company, Dept. AL& 
BPM, Fremont, Ohio. 


“Never-Stain" Aluminum Nails 
Are Packaged for the Job 
Never-Stain aluminum nails in 
32 different types and sizes are 
now packaged for the job. Each 
box is plainly marked showing cov- 
erage. For example, the label on 
one box reads in part: “Contents 
575 8d Never-Stain aluminum wood 
siding nails with sinker heads — 
sufficient for applying 500 board 
feet of 34” x 8” bevel siding. In- 
cluded also is a coverage table for 
a different size siding. The four- 
tier display rack shown here has 
been specially designed to accomo- 
date these boxes. Write Nichols 


Wire & Aluminum Co., Dept. AL&- 
BPM, Davenport, Iowa. 
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A Fast-Selling, Profitable Item 


@ It pays off big because it is designed for such a variety of 
applications: Barns, Gas Stations and Miscellaneous small build- 
ings. It is backed by the famous Gabriel name that has always 
stood for quality of the highest order. It has the built-in advantages 
of the standard Gabriel Basement window such as the exclusive 
side-arm locking detail, easy top or bottom opening to any 
position desired, and automatic locking. Size 15” x 20”, 4 light; 
Masonry opening 32%” x 424%". Write for catalog A, showing 


the Complete Gabriel Line. 


pBRIrz 
GABRIEL STEEL COMPANY 


PRODUCTS 
43700 Sherwood, Detro/t /2; Mich. 


















National Sales Representatives: 
HARRIS, Inc. 
145 North High St. 
Columbus 15, Ohio 
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1r- - Olympic cylindrical locks and latches offer these out- le ie “ss 
as standing advantages: i Y es - 
10- . Simple to Install — Only 2 holes required “A eNTEBNCE pe 
Is . Key-in-the-knob convenience 

&- . Pin tumbler operation for maximum security 







. Available in solid brass or bronze trim 
. Designed for smooth, positive operation 
. Rugged construction — New low cost 
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Now, with the development of the Olympic lockset face 
plate and strike plate markers, the Olympic becomes 
the fastest lock to install on the market. 








(1) Marker for strike (2) Marker for face 
plate. Adjustable side plate. Pilot aligns 
guide permits perfect marker exactly in posi- 
alignment for any door _ tion. One or two strokes 
thickness. One or two of hammer makes 
strokes of hammer complete mortise to 
makes complete mor- accurate depth. 

tise to accurate depth. 

WITH OLYMPIC LOCKSET MARKERS, EVERY INSTALLATION IS FASTER, CLEANER, MORE ACCURATE AND WITHOUT A SPLINTER. 
Complete set includes extra marker for short face plate. 


Retails for $2.97 per set. Packed one set to carton. Ship- 
ping weight 1 Ib. 


LET US GIVE YOU THE COMPLETE STORY WRITE TODAY TO..... 


IMCca na | ph 
Ve he ey a PO. Box 2995 — Termiaal Annex ©. Los Angeles 54, Calif. _ 
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"Seal-Foil", A New 
Rockwool Batt 


Seal-Foil, described as an alto- 
gether revolutionary rockwool batt, 
is made in a medium thickness ap- 
proximately 2” to 2%”, and is 
backed with aluminum foil. The 
new product is said to combine the 
efficiency of mineral wool plus the 
advantage of aluminum foil, thus 
completely stopping heat transmis- 
sion by means of radiation through 
the use of reflective foil conduction 
and convection being efficiently 
stopped by the Sealtite rockwool. 
The company manufactures a com- 


plete line of white and dark wool 
products including industrial insu- 
lation. Write Sealtite Insulation 
Manufacturing Corp., Dept. AL&- 
BPM, 115 Madison St., Waukesha, 
Wis. 


The Dexter Closet Latch 


With the new Dexter closet latch, 
a simple push will open the door 
from the inside. The hardware is 
kept on the outside, and in place of 







































the usual complete latching mechan- 
ism, there is only a friction bolt, 
tapered on each side for the latch- 
ing end, and backed by a gentle 
compression spring. Aside from the 
usual face plate and striker plate 
mortises, installation requires only 
a regular 15/16 diameter hole bored 





Write The National Brass Com. 
pany, Dept. AL&BPM, Grand Rap. 
ids, Mich. 


New Olympic 
Handsplit Siding 

An attractive new siding has 
been developed by Olympic. It is 
reported to have beautiful texture, 
an exceptionally rugged character 
and a heavy shadow line. The sid- 
ing is actually cut by hand with 
froe and maul from _ specially 
selected cedar trees. The cedar 
is first split in thicknesses of 1” 
to 2” in widths desired, then these 
same slabs are resawn to obtain 
a bevelled siding with a handsplit 







































































your orders. 





URANIA is Better Set Up Than Ever to Give 
YOU Service 


Urania has recently completed numerous plant improvements— 
in order to provide YOU with the finest lumber and Oak Floor- 
ing it is possible to produce. 


Urania was thinking of you when it rebuilt all lumber storage 
sheds high enough to accommodate mechanical handling and pil- 
ing equipment—in order to speed up loading and shipping of 


Urania had your needs in mind when it recently expanded planing 
mill facilities to enable us to produce more finished lumber items 
—including more HARDWOOD FLOORING. 


Always, Urania has had buyers’ needs in mind. Back in 1904 
when Urania first began reforestation, our objective was to pro- 


vide you with a continuous supply of lumber. Today Urania has 
over 130,000 acres of timberland operated as a tree-farm. We have 






















the most modern equipment and experience. 


Take . advantage of Urania’s facilities to give 
you service. 


Lumber Manufacturers and Tree Farmers 


THE URANIA 


LUMBER COMPANY 


URANIA, LOUISIANA 
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Have been the favorite of sawyers and owners 
alike for four generations. Frick sawmills and 
equipment cut the most accurate lumber and do 
it rapidly because 
they are precision 
machines. Metal 
parts are of steel 
or semi-steel con- 
struction and have 





Frick Belt Feedworks, Standard on All 4-Sizes ball or roller bear- 
of Sawmills. Powerful, Positive, Rapid. ings at vital points; 


all adjustable parts 
are precision made 
for cutting accu- 
racy. These and 
similar features in- 


sure top-grade 
finished lumber. 


Write today for 
your copy of Cat- 
alog 75 giving 
complete informa- 
tion. 














Frick All-Steel Trimmers 20 Ft. Standard 
Size. Designed to Carry 18" to 20" Saws. 















Frick Company 
also builds air con- 
ditioning, refriger- 
ating and ice-mak- 
ing equipment. 















Frick Gang Edgers, Sizes 27" and 32". Swing 
14" Saws. Improved Belt Drive. 
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Holt flooring is time-tested—sales-wise, qual- 
ity-wise. It's the flooring to feature for more 
fall sales—for new floors, for covering old 
floors. 


Holt flooring is produced from selected kiln 
dried stock by a long experienced organization 
—in a modern plant. 


Quality is scrupulously maintained in every 
detail. 


Make Holt Flooring the standard in your 
yard—-strip, block, herringbone. 


Consult us on your fall requirements. 


OLT HARDWOOD 


OCONTO, WIS. 





CO. 
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face and a resawn back making it 
easier to lay. Write West Coast 
Stained Shingle Company, Dept. 
AL&BPM, 1118 Leary Way, Se- 
attle 7, Wash. 


Two New Sizes in Thermopane 
Picture Window Units 


Two standard sizes of Thermo- 
pane picture windows have been 
designed for use in the bedroom, 




















or as a long narrow window unit 
over the kitchen work area. The 
new sizes, 55144 by 36”, and 75 by 
36” for bedroom, bring to 45 the 
number of standard Thermopane 
window units now available. The 
units consist of two or more panes 
of plate glass sealing in a space 
of dehydrated air by means of a 
metal-to-glass bond. They are fac- 
tory fabricated. Write Libbey- 
Owens-Ford Glass Company, Dept. 
AL&BPM, Toledo 3, Ohio. 


New Salesmaker Occupies Less 
Than 21/2 Square Feet 


Requiring less than 2% square 
feet of floor space, the Bruce Sales- 
maker provides an attractive dis- 
play from any angle . at the 


counter end or as a traffic-halting 





island. The sturdy wire rack is 
easy to set up and easy to keep 
clean. Compactly designed to dis- 
play Bruce floor cleaner and the 
long-handled Bruce Doozit  to- 
gether, just as they are demon- 
strated in the company’s national 
advertizing, the Salesmaker also 
furnishes ample shelf space for 
Bruce waxes, floor finishes, etc. 
Write E. L. Bruce Co., Dept. 
AL&BPM, Memphis 1, Tenn. 





New Display Board 
For "Fire-Chex Shingles" 


An abstract-shaped shingle board 
has been designed to display Carey 
Fire-Chex Shingles. New roof de- 
signs plus the extra-thick overall 
construction of this 325-pound 
asphalt-asbestos shingle, called for 
a unique display. The board is pearl 
gray with a sales message lettered 
in red. It holds 3 courses of Fire- 
Chex Shingles, and is suitable for 
showroom or window display as 
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FIRE-CHEX SINGLES 
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well as for use on sales calls. Write 
The Philip Carey Mfg. Company, 
Dept. AL&BPM, Cincinnati 15, 
Ohio. 


New Interior Finishes 
Introduced by Celotex 


Distinctive colors and textures 
are achieved in the new Celotex 
Ripple Blend Tile Board and Finish 
Plank. Three neutral pastel tints 
create a harmonized color blend, 
and each has a woven tapestry 
effect that produces an interplay of 
tone and color—a blend within a 
blend. Another new product, the 
Textured White Tile Board is soft- 
ly embossed in an irregular ripple 
pattern with an overall fabric-like 
texture. The pure white finish pro- 
vides unusually high light reflec- 
tion, yet glare is prevented by 
subtle variations in surface. Write 
The Celotex Corporation, Dept. 
AL&BPM, 120 S. La Salle St., Chi- 
cago 3, Ill. 


September 





“Trim-Set" Complete 
Package Window 
The Trim-Set window comes ag 
a complete package —the frame, 
sill, trim, glass and hardware are 
all factory-assembled and come pre- 
pared for attaching screens. The 
rough opening and the window di- 
mension coincide, permitting the 
unit to be installed in five minutes, 
Trim-Set is a cold rolled steel win- 
dow, bonderized and prime coated; 


also available in alumilited alumi- 
num. There are 28 stock window 
sizes in three types: top-hinge or 
awning; casement or side-hinge; 
and the louvre. Write Trim-Set 
Corporation, Dept. AL&BPM, 2801 
Market St., Seattle 7, Wash. — 


Space-Saving Clothes 
Closet Fixtures 

A new door display for K-Ven- 
ience clothes closet fixtures, is de- 
signed for use in windows, on coun- 
ters or on the floor. Mounted on 
the front of the 23” x 34%” door 
are a K-Venience trouser and skirt 
hanger, three models of tie racks, 
and a shoe rack. The back of the 
door provides space for a garment 
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TOO MUCH 
MOISTURE? 


NOW, you can answer this question before 
structures warp and paint peels off. Revolu- 
tionary scientific instrument reduces moisture 
testing of lumber and other building materials 
to rapid, inexpensive and simplest possible 
operation. 





The most damaging moisture is that beneath 
the surface not readily ascertained by super- 
ficial examination. Our meter is equipped 
with sharp needle electrodes that penetrate 
into the danger area and transmit their 
findings to the instrument indicator. 


PRICE: $49. 50 new vork 


(Price subject to change without notice) 











write today 


L. R. BRADLEY & COMPANY 


25 West 45th St. — NEW YORK 19, N.Y. 





The new Bradley Electronic Moisture Meter eliminates 
the drawbacks of other instruments of less advanced 
design. There are no galvanometer dials with delicate 
unstable needles. There are no tables of figures to 
consult and interpret. There are no moving parts ex- 
cept a manually operated pointer which the opérator 
sets at a predetermined figure. A little danger light 
flashes if the moisture is in excess of that figure. Hun- 
dreds of pieces can be tested in a matter of minutes. 
Exact moisture percentages are quickly ascertained. 
The same instrument also tests plaster, brick, cinder 
block, gypsum block and concrete. 

















for WESTERN 





Trees aren't the only things in Pack River country. This is a Kamloops rainbow trout 
from Lake Pend Oreille. 


PACK RIVER SALES COMPANY 


Pack River Lumber Co., Sandpoint, Idaho 
Representing Northwest. Timber Co., Gibbs, Idaho 
Thompson Falls Lumber Co., Thompson Falls, Mont. 


— 


KILN 
DRIED 





wooDs 


IDAHO WHITE PINE 
PONDEROSA PINE 
ENGELMANN SPRUCE 
INLAND RED CEDAR 
FIR AND LARCH 


% MOULDINGS 

tk FRAMES 

4% CUT STOCK 

% CUT-TO-LENGTH 
TRIMS 


— Sales Office — 


449 Peyton Building 
P. O. Box 1290 
Telephone MAdison 0121 


SPOKANE, WASHINGTON 
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bracket, hat rack, trouser hanger, 
garment carrier and closet rod. 
Write Knape & Vogt Manufactur- 
ing Company, Dept. AL&BPM, 
Grand Rapids, Mich. 


New USG Color-Rite Metal Lath 


Paint is sprayed across one end 
of each sheet of Color-Rite Metal 
Lath to indicate the weight and 


type: 3.4 lb. lath is sprayed Red; 
2.5 lb. diamond mesh and 2.75 lb. 
flat riblath are sprayed White; 4 
lb. 34-inch riblath is sprayed Blue. 
When the dealer receives a ship- 
ment, a glance at the end of the 
bundle immediately tells him the 


weight and type. This simplifies 
warehousing and distribution, also 
insures minimum plaster usage. 
Write United States Gypsum Com- 
pany, Dept. AL&BPM, 300 W. 
Adams St., Chicago 6, IIl. 


New 6" Electric Hand Saw 


The Maxaw, a new 6” light- 
weight electric hand saw, has a 
632” blade that cuts to a full 2” 
depth on square cuts, and cuts 2” 
dressed lumber at a 45° angle. It 
easily makes all jack-rafter cuts on 
light building jobs. Depth and 
bevel adjustments, built in as in- 
tegral parts of the saw, are from 
i,” to 2”, and from 0° to 45°, re- 
spectively. Trigger-type switch 
may be locked on when needed. The 
Maxaw works in any position. Fit- 
ted with suitable blades it cuts 


transite, marble, brick, con rete, 
tile, etc. Write Fred W. Wappat, 
Inc., Dept. AL&BPM, 159 Valley 
St., Mayville, N. Y. 


Tile-Rite Plastic Wall Tile 
The manufacturer has pointed 
out these important features of 
Tile-Rite plastic wall tile: 1) All 
four sides match without breaks, 
imperfections or shrink marks. 2) 





Solid colors are 38° more heat re- 
sistant than average makes of tile. 
3) The tile have full molded corners, 
all four sides, to form a tight 
vacuum fit and keep out moisture 
especially when used in showers. 
4) Lasting colors are outstanding 
for their pleasing beauty and color 
harmony combinations. Write The 
Tile-Rite Company, Dept. AL&- 
BPM, 5109 Euclid Ave., Cleveland 
2, Ohio. 

















LUMBER 


P. O. Box 540 


Formerly operated as the 








SITKA SPRUCE 
Lumber and Box Shook 


RAYONIER 


INCORPORATED 


DIVISION 


Hoquiam, Washington 


RAIL AND CARGO SHIPPERS 


Polson Lumber and Shingle Mills—now the 
Lumber Division of Rayonier Incorporated. 
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Se! ng the Products 


RAINY LAKE LUMBER CO. Ltd 


Sales Office 


2020 Chicago Title & Trust Ee CHICAGO 2, ILL. 


ef J. .A. M3 < Lés. Re wy Loke, Ont £ 
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THE HOMEOWNER 


PAYS ONLY $ 1 650 


‘OP THIS AMAZING 


lol 


Nea “i Ties UNIT 
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@ Steel weather-strip- 
ping seals out cold and 
elements — locates hard- 
ware for quick, easy in- 
stallation. 


@ Extra-powered springs 
give “‘self-lifting’’ action. 


@ Rigid lifting arms made 
of heavy gauge steel give 
safe, sure support. 





@ Ball-bearing wheels 
provide quiet running, 
effortless operation. 


Here’s building history in the making! $46.50 is the 
retail price of the newest ‘“‘Over-the-Top’”’ Door Unit by 
Frantz. NOW — you can feature an over-head door that 
is within the reach of every budget minded home owner. 
Frantz is literally bringing thousands of mew customers 
to you. 

The low-priced No. 77 Unit is made to fit openings 8’ 
wide by 6’8” high. The 24-plywood-panel door is sub- 
stantially built. Has 11%” stiles and rails... is fully water- 
repellent and toxic treated to resist rot. It’s pre-fitted 
and pre-bored for quick, easy installation. 

The completely new No. 77 embodies many of the estab- 
lished and popular features of Frantz “Over-the-Top” 


Door Equipment. Write today for complete information 


nd dealer prices. 


FRANTZ 


GUARANTEED BUILDERS HARDWARE 





FRANTZ MANUFACTURING CO., STERLING, ILLINOIS 
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We always rent an 


Ami S dyer 


with the sander for 


EXTRA PROFITS 


RENT qua FLOOR Sander 





Every time you rent floor sanders to your customers 
—make extra profits by also furnishing an American 
Spinner Edger! Eliminates tedious hand-scraping of 
edges and stairs. Your customers will gladly pay the 
rental fee for this labor-saver. You also make money 
through sale of abrasives and supplies. Three to four 
hundred dollars extra profit from the American 
Spinner per year is not un- & 

usual. Imagine, tripled profits 
the first year over your original 
investment! . 

Now’s the time to push 
sander rentals and build busi- 
ness for your store! Send today 
for profit-plan and 
details about new 
American Rental 
Sander with “pack- 
age unit” construc- Sa 7s Vay 
tion... the popular mee ff. / 
Little American 8” F, 

Floor Sander... 
and ths.American 


Edger. 
MERICAN 


FLOOR MACHINES ¢ PORTABLE TOOLS 








the American Sees Surfacing Machine Co. 











I 521 So. St. Clair St., Toledo 3, Ohio i 
| Please send latest catalog on the following, without obligation. i 
i C) Floor Sanders C) Floor Edgers t 
. 
Name I 
Street | 
City State. 
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REVOLUTIONARY 
INSULATION 
NEWS 

FOR 

DEALERS 


Two Insulations In One 



















It's new — it's truly 
revolutionary. Rock 
Wool Batts plus the 
added feature of re- 
flective aluminum foil back- 
ing — combining the insula- 
tion efficiency of mineral 
wool with the advantage of 





















reflective aluminum foil. An 
unsurpassed insulation value. 


Think of it! Seal- 
tite Rock Wool 
Batts are now 
available backed 
with reflective 
aluminum foil 


AT NO INCREASE IN 
PRICE. —_ 


PLUS 
VALUE at 







lek > aa 7.) 
CcOosT 


















What an_ insulation sales 
proposition for you! Double 
insulation value — something 
never before offered—at no 
additional cost. 





















For full details, write—wire—phone 





SEALTITE INSULATION 
MANUFACTURING CORP. 


Mfrs. of Complete Line of 
Rock Wool Insulation 


Gen'l Offices: Waukesha, Wis. 


Factories at Merton, Wis 


“Insulate Right — Specify Sealtite”’ 
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Garbage-Disposer Doubles 
As Kitchen Step Stool 

This electric, garbage - disposer 
home demonstrator does double 
duty as a handy kitchen step stool 
when the disposer is not in use. 
Designed for Youngstown dealers, 
the unit can be left in the home 
for several days to show the pros- 






acting, it is economical to use, needs 
no chemical after-wash as it js 
rinsable with water. The product 
is safe to use as it will not irritate 
normal skin; does not harm fabrics, 
It is non-etching on fine metals: 
does not raise wood-grain. Write 
Holland American Company, Dept. 
AL&BPM, 8124 South Hoyne Ave, 
Chicago 20, IIl. 














pective customer how the disposer 
grinds garbage into fine particles 
and swirls them down the drain. 
The disposer is mounted within 
the steel frame of the stool, which 
has three steps and is 30 inches 
high. Write Mullins Manufactur- 
ing Corporation, Dept. AL&BPM, 
Warren, Ohio. 


Gould Drapery Hardware 
Featured in Model House 

Architect Marcel Breuer speci- 
fied Gould I-Beam drapery hard- 
ware in the model house which he 
recently completed for the Museum 
of Modern Art in New York City. 
One of his objectives was to dem- 
onstrate the use of housing ma- 
terials which are utilitarian and 
at the same time meet the require- 
ments of good taste in modern 
homes. A catalog showing the 
Gould I-Beam track and fixtures, as 
well as the company’s complete line 
of drapery hardware is available on 
request. Write Gould-Mersereau 
Co., Inc., Dept. AL&BPM, 35 W. 
44th St., New York 18, N. Y. 


"Strip-Master" for Rapid 
Removal of Paint, Varnish 

Strip-Master, described as a rev- 
elation in paint removing, has a 
solvent action on most paints, lac- 
quers and varnished surfaces. The 
manufacturer has given every con- 
sideration toward the convenience 
of handling and display in packag- 
ing this product, as well as placing 
utmost in the minds of the con- 
sumer, these points of protection: 
Strip-Master will not burn: It does 
not support combustion, therefore 
is fire and explosion resistant. Fast- 


September 10, 


Home Owner's Guide 
on Oak Flooring 

An attractive booklet, Oak Floors 
for Your Home, is designed for dis- 
tribution to the public and for use 
as a dealer aid. The pocket-size 
booklet takes the form of a home 
owner’s guide on oak flooring. Well 
illustrated, it emphasizes the im- 
portance of good flooring and why 
oak is preferable. Information is 
given on the various types, sizes 
and grades of oak flooring. Also 















included are instructions regarding 
installation, sanding, finishing and 
maintenance. Write The National 
Oak Flooring Manufacturers’ Asso- 
ciation, Dept. AL&BPM, 814 Ster- 
ick Bldg., Memphis 3, Tenn. 
Completely Self-Contained 
Spray Gun 

The Spray-Gat, a fully self-con- 
tained and portable spray gun, 


eet 
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TO ALL DEALERS 





Here’s what you're looking for ' 


WATERPLUG... to stop the leaks. 
THOROSEAL... to fill & seal the surface. 
QUICKSEAL...for a beautiful finish. 


We must consider the sub- 
stantial quality and reliabil- 
ity of all products that we 
sell to all our customers. 
We must be assured we 


promotion cost on our 
purchases. 

We must recommend the 
Thoro System Products to 
our trade, because they 
have proven their substan- 
are not paying on a huge ___ tial quality and low cost. 


Standard Dry Wall Products 


BOX X. NEW EAGLE, PENNSYLVANIA 








LL divisions of Canadian Forest Products Limited use 
top quality logs from our own virgin timber limits 
at Englewood and Harrison Mills, B.C. 


EBURNE SAWMILLS DIVISION 
9149 Hudson Street, Vancouver, B.C. 





Utilizing Douglas Fir, Pacific Coast Hemlock and Western 
Red Cedar for the production of Timbers, K.D., Dimension 
and Boards, Finished Uppers, Car Material and Siding. 





PACIFIC VENEER & PLYWOOD DIVISION 
Foot of Braid Street, New Westminster, B.C. 


Specializing in production of *Douglas Fir Plywood, P.V. 
Brand Edge Grain Cedar Plywood and P.V. Brand Hardboard. 
*Obtainable from our affiliated company, Pacific Veneer 
and Plywood Corporation, Bellingham, Wash. 


HUNTTING-MERRITT SHINGLE DIVISION 


9110 Milton Street, Vancouver, B.C. 





Manufacturers of the world-famous Huntting-Merritt 
Brand Red Cedar Shingles, and Dri Home prestained cedar 
shakes for modern sidewall construction. 


CANADIAN 
FOREST 


FOR SHIPMENT TO ALL 
POINTS IN UNITED 
STATES 
Mixed carloads of lumber, 
plywood and shingles are 
made up from each of the 
Canadian Forest Products 
Divisions and the Pacific 

neer and Plywood 


Corporation, Bellingham, 
ish, 


PRODUCTS 


Limited 
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LOUVERS 





Waut Wore Louver Sales? 


Immediate customer acceptance a 
repeat sales .. . more pgofits are 
yew with the fast-moving LESLIE 


4OUVERS line which has: 

@ Quality evident to home- 
owner and contractor alike. 

@ Exclusive patented design 
features. 

@ Unmatched ease of instal- 
lation. 

@e LOWEST Price in galva- 
nized models—competitive 
in aluminum. 

LESLIE LOUVERS are a 

complete line, with 3 models 

and 12 sizes—all available 
in ALUMINUM or GALVA- 

NIZED STEEL. The Slant 
toof Series (illustrated), the 

VB Series (illustrated), and 

the VF Series (Wall Louver, 

Flush Flange), meet any 

and every attic ventilation 

requirement. 

Write for catalog and name 

of nearest distributor. 


LESLIE WELDING CO. 


2941 W. CARROLL AVE. 


Patented Baffle 
and Drip Capkeeps 
out snow, rain 


Substantial 


pitch assures 
drainage 
off top. 


























Nodirt-catch- ee 
ing pockets 
at sidewalls 


““VB"’ Series 
SELF-FRAMING 
for NEW CON- 

STRUCTION 


Effective 
drip edge 


CHICAGO 12, ILL. 


} ei i} 








There is a 































FARM and RURAL 


Raynor 
Door 


for Every 
Installation 


...and every 
RAYNOR door is 
equipped with pat- 
ented Graduated 
Seal. 

This exclusive feature 
completely seals the 
weather out and assures 
smooth, easy operation. 


*% A-complete line—a 
quality line. WRITE 
TODAY for complete 
information on dealer 
and distributor 
franchise. 





RAYNOR MFG. CO. 
Dixon, Illinois 
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needs no hose, compressor, motor 
or other attachments . . . power is 
supplied by an easy-to-load, inex- 
pensive CO2 cartridge which fits 
into the handle. Cast aluminum 
body of the gun has rust-resisting 
brass and stainless steel inserts. 
The steel container is loaded from 
the bottom, holds 21 oz. of liquid. 
Spray-Gat can be taken to the job 
for painting, oiling, mothproofing, 
disinfecting, waterproofing, etc. 
Write Sullivan-Becker Co., Dept. 
AL&BPM, Kenosha, Wis. 


Weldtex Display Rack Shows 
Eight Finishes on Douglas Fir 


A new Weldtex display rack 
showing eight different finishes on 
Douglas fir, including exterior fir 
and southern gum Weldtex, is now 
being sold to lumber dealers. at 
cost. Each sample is finished in 
a different effect, and a label on 
the back of each panel furnishes 
instructions for finishing. Firzite 
and Satinlac are recommended for 
most finishes. Write United States 
Plywood Corp., Dept. AL&BPM, 
55 W. 44th St., New York 18, N. Y. 


a 


WELDTEX 





New 8" Guild Saw Added 
to Porter-Cable Line 


A new 8” Guild Saw, weighing 
only 13% Ibs., has sufficient power 
and cutting speed to handle general 
construction work, heavy duty 


cross-cutting and ripping, mainte- 





nance work and general carpentry. 
A tilt attachment is available for 
the saw to be adjusted to any angle 
from 45° to 90°. Abrasive cutting 
wheels are also available for work 
with tile, metal, etc. Maximum 
depth of cut is 2%”. The 8” blade 
has a 5%” standard round hole and 
is fully guarded. Write Porter- 
Cable Machine Company, Dept. 
AL&BPM, Syracuse 8, N. Y. 


15 New Styles in Varlar 
Wallcovering; 9 Plain Tints 


There are 24 additions to the 
Varlar stainproof wallcovering line, 
including 15 entirely new styles, 
and a series of 9 plain tints. The 
latter complement leading colors in 
other fields of home furnishings 
and can be used in combination 
with all other patterns in the Var- 
lar line. Taking their color cue 
from the muted shades of bird 
plumage, the new plain colors range 
from Gull white, Warbler yellow, 
Dove gray and Magpie green, to 
Parakeet green, Cockatoo rose, and 


Jay blue. 
clude designs 


Mart, Chicago 54, Il. 


Counter Display Points Out 
Advantages of Glass Block 


A striking two-color cardboar| 
counter display featuring Easy t 


Install Insulux Glass 
available on request. 


Block, 


sulux Glass Block. 


eight distinctive designs. 


1, Ohio. 























The Varlar patterns jp. 
ranging from the 
most modern to traditional and Pro. 
vincial, Varlar, classed as a thermo. 
plastic wallcovering, is a fusion of 
colors, paper and plastic resins with 
no tendency to peel or chip. It js 
light fast, color fast, odorless and 
washable. Write United Wallpaper, 
Inc., Dept. AL&BPM, Merchandise 


It is mailed 
flat and is simple to set up. The 
display suggests to customers how 
easy it is to install a panel of In. 
It emphasizes 
that glass blocks are laid like ordi- 
nary brick, require no special tools, 
and are available in three sizes and 
Write 
American Structural Products 
Company, Dept. AL&BPM, Toledo 
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Al Clements Damber Co. 


MANUFACTURERS & WHOLESALERS e¢ DOUGLAS FIR LUMBER 


Industrial and Housing Materials 


EUGENE, OREGON 
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OZAN PINE for your needs today . . tomorrow 


Yes sir! Ozan is selectively harvesting fine 
Arkansas Shortleaf logs and turning them into 
just the kind of lumber you need to satisfy your 
customers. Moreover, Ozan is growing new tim- 
ber to assure you continuity of this famous 
quality lumber in the years ahead. 


The stages in Ozan’s “grow and harvest” cycle 
are illustrated above—the seedlings that will fur- 
nish lumber for tomorrow, maturing trees for 


OZAN LUMBER CO., Prescott, Arkansas 


selective cutting and top-quality Ozan Shortleaf 
Pine Lumber. It’s soft-textured, fine-grained, 
light in weight. No wonder builders swear by 
this quality lumber. No wonder dealers are 
making it the standard in their yards. 


All Ozan 1” and 2” lumber is kiln dried. Try 
Ozan Pine in any assortment of standard build- 
ing items—dimension, boards, finish, mouldings, 
trim, ceiling, siding, flooring, etc. 
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THE A.B. CARROLL 
LUMBER COMPANY 













Manufacturers 
SHORT LEAF PINE 
and HARDWOOD 

LUMBER 


Boards Our Specialty 


HURTSBORO, ALABAMA 





GIVING PARTICULAR Phone 66 
ATTENTION TO WE MAKE POPLAR BEVEL SIDING 
REFORESTATION AND RESAW PINE AND HARDWOOD 








HURTSBORO OAK FLOORING CO., INC. 
Menufacturers of High Grade Ma A; 
End Matched Oak Flooring Ve 
in 25/32and V2in. SEZ 






We are in a posi- 
tion to ship Oak Flooring and 
Air Dried Yellow Pine Boards 
in the Same Car. 


PLANT AT 
HURTSBORO, ALABAMA 
Phone 69-3 
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For good service on your fall needs in South- 
ern Pine, Southern Hardwoods and West Coast 
W oods—Write, wire or phone Ferguson. 


NOW IN OUR 56TH YEAR 


W. T. FERGUSON 


LUMBER COMPANY 
ST. LOUIS |, MISSOURI 
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BRASS WORKS, INC. 
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acturers of casement 
. screen hangers... 
storm 

gate hardware . 


es no mortising. 

\ Just bore one ho and in- 
i : 

sert screws. Latching ac- 


tion is in the strike. 


STORM SASH ADJUSTER 


Opens and closes 
easily with one 
hand. Locks shut 
securely with 
arms swinging 
upward. Easy to 
change _ over, 
arms remain 
frame. 


as 


on 


BARN DOOR LATCH 


Gravity type — 
won't freeze or 
bind. Holds doors 
open or closed. 
No pins, nuts or 
springs to work 
loose or break: 
For doors up to 
two inches thick. 


SNAP-ON SASH LIFT 


Quick to install— 
just drill two 
holes for special 
screws. Lift snaps 
over screw heads 
to give a smooth, 
streamlined ap- 
pearance. 


HINGES AND BUTTS 


Includes special 
features for storm 
and screen doors. 
May also be used 
on casement sash. 
Button tip, loose 
pin type. 3”x2%”. 


sash 
cabinet 
door chains. . 


numbers ° . 
your jobber, or 


te for literature 





ONE-BORE LATCH | 
For screen or storm doors. 


\ Requir 


} 


| 


| 














J-M's Program fo Increase 


Business from Farm Areas 


To assist J-M building material 
dealers increase business from the 
farm market, Johns-Manville is of- 
fering: 1) a 140-page Farm Hand- 
Building 


book and Reference 





Guide, containing basic informa- 
ion about farm building prob- 
ems; 2) a book of farm building 
y which enables the dealer to 
Iss specific buildings with any 

rr; and 3) a bi-monthly maga- 


farm buildings to help 
maintain regular. con- 
with the farmers in his area. 


dealer 


rite Johns-Manville, Dept. AL& 
»PM, 22 E. 40th St., New York 
16, N. Y. 


Double-Duty Kitchen Ventilator 
introduced by Westinghouse 


A new type of kitchen ventilating 
fan can be operated as a window 
exhaust fan, or can be snapped out 
of its window panel and used as a 
portable circulating fan. The unit 
consists of a 10” fan and a steel 
window panel adjustable for differ- 
ent widths. Installation requires 
only four wood screws set in the 
window frame. Placed on the inner 
side of the frame, the unit doesn’t 
interfere with the normal operation 
of the window sash. Write West- 
inghouse Electric Appliance Divi- 
sion, Dept. AL&BPM, East Spring- 
field, Mass. 


Non-Ferrous Convectors 
for Homes, Stores, Schools 

A new line of non-ferrous con- 
vectors that distribute heat with 
either steam or hot water, is de- 
signed for use in homes, stores, 
schools, etc. The heating elements 
consist of aluminum fins perma- 



























September 10, 


nently bonded to copper tules; 
spacing used, was planned to )re- 
vent clogging with dust. The tubes 
are silver soldered to heavily built 
cast iron headers. Construction of 
the convectors provides adaptabil- 
ity to any type of pipe connections, 
Write The National Radiator Com- 
pany, Dept. AL&BPM, Johnstown, 
Pa. 


Visible Packaging of Tools 
Here are suggestions for visible 
packaging of tools. Hammer, 
screwdriver and pliers are each in 
a separate tray overwrapped with 
Sylvania cellophane printed in a 
two-color design. This cellophane 
is a heavier gauge and its tough- 
ness lends itself to heavy-duty 
packaging. It is also impervious to 





the protective coating of oil on the 
metal. Prepackaged tools _ offer 
easy inventory control, are easy to 


display and easy to keep clean. 
Write Sylvania Div., American 
Viscose Corp., Dept. AL&BPM, 


350 Fifth Ave., New York 1, N. Y. 


Improved Ventilating Windows 
For Glass Block Construction 
Lifetime stainless steel used 
in the fabrication of six standard 
sizes of precision-built ventilating 
windows, designed specially to fit 
glass block openings. Construction 
features include an exclusive tubu- 
lar design which prevents glass 
breakage. The ventilators present 


is 


an exceptionally fine high-sheen ap- 
pearance and are resistant to cor- 
rosion, chemical and_ industrial 
fumes, and salty air. Write Mod- 
ern Stainless Specialties Company, 
Dept. AL&BPM, 6131 S. Went- 
worth Ave., Chicago 21, IIl. 
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| Lumber Dealers Sell 
TILE-RITE PLAstic WALL TILE 
From This Display 









neue * ae o, 


7?” Guaranteed by 
Good Housekeeping 
0 





Both for over the counter, 
application by the purchaser 
or as a complete installation service. 


SEND TODAY for INFORMATION 
- Let us show you how to add profitable 
volume sales -- sell other of your worth 
while companion items -- all with little 
or no added stock investment ..........+4. 


THE TILE-RITE COMPANY 


5109 Euclid Ave., Cleveland 3, Ohio 

















FOR 65 YEARS ... @ sute dorwtee of suyqoly 





iy direct from a mill that has the timber and produc- 
facilities to fill your orders promptly. 

T. Smith Lumber Company is proud of having com- 
1 another year—the 65th ff supplying retailers and 
try with quality yellow pine, oak flooring, cypress, 
hardwoods. You, too, ean hitch your wagon to such a 
anent star! Place your order today. 


Mixed Car Service — Oak Flooring and Yellow Pine 


Selective cutting Assures Permanent Supply 









DON’T CARRY IT— 


CONVEY IT 


Cut handling costs — 
increase safety—reduce 
manual handling with 
conveyors. Eliminate 


those costly time wast- 
ing steps between cars, 
piles and storage 
sheds. Let conveyors 
provide fast, low-cost 


and speedy handling 
of your products. 


Get complete informa- 


tion today — write for 
Bulletin No. AL-99. 


Standard Conveyor Company 
General Offices: 











SIN OUR 6Sth. YEAR SELECTIVE LOGGING ASSURES 
9¥ UBMBER MANUFACTURING PERMANENT SOURCE OF SUPPLY 


*T.SMITH LUMBER CO. 


mW PINE AND HARDWOODS CHAPMAN, ALABAMA 
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These Famous Doors sore 
Manufactured Ercturively by 


AMERICAN PLYWOOD CORPORATION 


NEW LONDON, WISCONSIN 
(Chicago Office: 4651 W. Washington Bivd.) 


WManupacturers of: 
@ AIRCRAFT 
@ MARINE 
@ TECHNICAL 


Plywoods 
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$43 






New Package Coal Furnace 


The new package coal furnace, 
Model 900, is a general-purpose 
heating unit which can serve as a 
gravity or forced air furnace, with 
or without ducts, or as a circulat- 
ing-type space heater. It may be 
installed in basement or utility 
room when used as a furnace and 
may also be used.as a high capacity, 
circulating heater for homes, stores, 
schools, garages, etc. Heating ca- 
pacity is rated at 80,000 Btu. at the 
bonnet; circulating blower delivers 


up to 1250 cu. ft. of air per min- 
ute. The fuel capacity is 100-lbs. 
Write Locke Stove Co., Dept. AL&- 
BPM, 114 West 11th St., Kansas 
City 6, Mo. 


Payswell Paint Sprayer 

A motor, compressor and paint 
container are all in one self-con- 
tained unit weighing only 4 lbs. 
Pistol grip, trigger control. Inter- 
changeable nozzles offer spray pat- 
tern of either cone or fan shape. 
Besides paints, enamels and var- 
nishes the Payswell sprays deodor- 
ants, disinfectants, insecticides, 
liquid waxes, liquid plastics, rust 
inhibitors, wood preservatives, etc. 
Dealer helps, counter displays, 
newspaper mats available. Write 
Sellco Corporation, Dept. AL&BPM, 
801 Andrus Building, Minneapolis 
2, Minn. 


Aluminum Storm Sash 
For Casement Windows 
Casement windows now can be 
given the protection of storm sash 
made especially for them. An 
easily-installed aluminum sash 
fastens permanently to the out- 
side of the movable hinged case- 
ment. It moves with the window 
when the casement is opened for 
ventilation, and is removable from 


the inside. The new storm sash 
looks like part of the window itself 
and remains in place all year. It 
may be used on either metal or 
wood sash. Write Eagle-Picher 
Company, Dept. AL&BPM, Cincin- 
nati, Ohio. 


Electric "Heat Gun" 


The Thermal-Jet Electric Flame- 
less “Heat Gun” which projects 
up to 1,200° F. of radiant heat 
from its orifice, can be used for 
practically all of the usual applica- 
tions of a gasoline blow torch ex- 
cept for direct flame brazing or 
soldering. The gun consists of a 





FOR OVER ] 7 YEARS 
THE CHOICE HAS BEEN 


REG. U.S. PAT. OFF. 


Wood Preaurvative 


Time-proven wood protection against ter- 
mites and decay: It not only allows the sur- 
face to be painted or varnished, but also 


retains its full toxic value year after year. 
Wherever PAR-TOX is used, mills, dealers 
and consumers have found it an economi- 


ie y? 


v 


cal measure for protection of investment. aa 


PARTOR 


| RAYS PAE OFT. 


oe three-quart- 
ers of co century 
of proven depend- 


ability. OSHKOSH, 


170 


Specify “PAR-TOX treated” 
on your next order. 


IRA PARKER & SONS CO. 


WISCONSIN 
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RodDevil, 
for QUALITY 


fl 


Leni 


AN KAKI 


Write for Facts — 


FLOOR CONDITIONING MACHINES 
for Sales and Rentals 
RED DEVIL TOOLS, 


IRVINGTON 11,N. J., U.S.A. 
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Manufacturers and Wholesalers of Canadian Lumber Products 
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gum WESTERN WHITE SPRUCE — WESTERN RED CEDAR 
Boards Dimension Boards Bevel Siding 
Pattern Cleat Stock Pattern Bungalow Siding 


. THE DAVID WILSON LUMBER CO., Lac la Hache, British Columbia 
Owners and Operators of : WESTERN WHITE SPRUCE LUMBER CO., High Prairie, Alberta 


35 E. WACKER, Chicago 1, Ill., Phone FR 2-0052 @ CANADIAN OFFICE—233 Curry Bldg., Portage Ave., Winnipeg, Canada 


/\_(\_ 





















ikmmnumene te ee 










, SCHUBERT 
Makes Pickets Pp i ke t Cc U t t er 


Points 200 to 250 154'' to 354"" width pickets per hour year after year use. 24'' high. Hand operated. 30" 
with planer-smooth finish, No sanding required. long handle provides easy leverage. Anyone can 
Adjusts to cut any degree of sharpness or bluntness operate. Enables you to utilize odds and ends of 























vme- of picket point. Light enough to carry to stock pile lumber profitably. Seven day delivery. Send today 
jects " —wt. only 38 Ibs.—yet strong and durable enough for for literature and price. 

heat : 

for P eer. fi 
lica- io H.A.SCHUBERT CO. Machinists 
| @X- 3 ‘ : , ; 
yor WM ee I WATOMNINET) bb clon te) a 04- 8 Wilmette, Illinois 
of a anette 





SHEVLIN-McCLOUD LUMBER COMPANY 


{ Successors to Shevlin Pine Sales Company } 



































SELLING THE PRODUCTS OF DISTRIBUTORS OP ' SPECIES 
“THE MeCLOUD RIVER LUMBER SHEVLIN PINE 
COMPANY J f PONDEROSA PINE 
McCloud, Calif. Reg. U. S. Pat. Off. (PINUS PONDEROSA) 
*THE SHEVLIN-HIXON COMPANY So SE 
Bend, Oregon 900 First National Soo Line Building SUGAR (Genuine White) PINE 
“Member of the Western Pine Associa- MINNEAPOLIS, MINNESOTA (PINUS LAMBERTIANA} 
aon, Sane See DISTRICT SALES OFFICES: 
NEW YORK CHICAGO SAN FRANCISCO 
1604 Graybar Bldg. 1863 LaSalle-Wacker Bldg. 1030 Monadnock Bldg. 
Parediecta Fare Woodwork Lexington 2-9117 Telephone CEntral 6-9182 Exbrook 2-7041 





Quality Lumber 
for 61 Years 






: California Sugar Pine , 
Ponderosa Pine 
"Western White Spruce | 


Cut Stock -- Mouldings 
Industrial Box Shook 


: ; SF nne Fee Werderoh’ 
E 
y _\'INTON LUMBER SALES CO., Foshay “Tower, MINNEAPOLIS 2. MINN. 


NOR Bu 






Sustained 
Yield 
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specially designed electric resist- 
ance embedded in ceramic, encased 
in a steel container with radiating, 
' cooling fins. Current consumption 
is said to be less than that of a 
small domestic electric iron. Write 
Kinetic Laboratories, Dept. AL& 
BPM, 1720 Sansam St., Philadel- 
phia 3, Pa. 














Oil-Fired Floor Furnace 
Has 34” Depth 


Over-all depth of only 34 inches 
features the new Shallo-well oil- 
fired floor furnace. Underwriters’ 
approval and rated at 70,000 BTU, 

| the furnace embodies Armco alumi- 
nized steel in the combustion as- 












































































































sembly and stainless steel in the 
burner. An auxiliary cold air re- 
turn draws cold air from hard-to- 
heat areas. The model is com- 
pletely automatic, with forced draft 
fan for highest burner efficiency. 
Write Oran Company, 2232 S. 
Third St., Columbus 7, Ohio. 
atria Plans Available for Inselwood 
Display Unit 







Clip this handy memo to your 


H ! . . e ° 
HERS Gas men teeoys Plans for building an inexpensive 





= 
' 
1 
1 
1 i : 
Prestile Mfg. Co. * 2860 Lincoln Ave. * Chicago 13 ; and attractive Inselwood display 
i i a. ta oe ai 
i Please send me free samples and Dealer's “1 unit for use in show rooms, ex- 
: Merchandising Kit—"'How to Make More ! hibits, etc., are available on re- 
Profits from Tileboard.” L 1 | quest. Emphasizing  Inselwood’s 
} ' | precision- engineered application 
re Py re 1 ° A A 
Re PRETO IR | and special aluminum trim, the 








basic display unit can also be used 
to feature Inselbric or Inselstone, 
being set up with any of the five 
siding colors offered along with 


September 10, 












the conventional Inselbric or Insel- 
stone corner trim. Write Jones & 
Brown, Inc., Dept. AL&BPM, 439 
Sixth Ave., Pittsburgh 19, Pa. 


"Colored Sunshine,"" New 
Line of Interior Wall Finishes 


A new line of interior wall fin- 
ishes is marketed under the trade 
name of Colored Sunshine. Out- 
standing feature of the line is that 
all its 12 modern decorator colors 
come in gloss, semi-gloss and flat 
finishes making it possible to ob- 
tain perfect harmony of tones on 
walls, ceilings and trim in any 
room. The line is being introduced 
by a manufacturer of paint and 
varnish since 1896. Write Tibbetts 
Corporation, Dept. AL&BPM, 1624 
E. 14th, Los Angeles, Calif. 
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“Tae Meadow River 


Lumber Company 


aan 


FINE 
West Virginia 
Hardwoods 
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Rainelle, West Virginia 











WHAT’S TEXTERIOR? 


It's a brand new building material that's really making 
sales for the dealers. Olympic Texterior is a sidewall ma- 
terial made of 34" knotty red cedar, T. & G., textured 
and prestained in beautiful, durable Olympic colors. Avail- 
able in 6" and 8" width and random lengths... packaged 
for safe, easy handling. This material is made for the new 
modern home, especially where a vertical effect is desired. 
Ideal for gable ends, sidewalls and garage doors ...com- 
mercial buildings or interior recreation rooms and dens. 
Here's a new market and new profits, write for a com- 
plete sample kit . . . 


West Coast Stained Shingle Co. 


1118 Leary Way, Seattle 7, Washington 
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Anything in 
West Coast Woods 


Manufacturers of: . 


Mouldings 
Furniture Dimension 
Glued-Up Stock 
Industrial Shook 
Venetian Blind Stock 
Ready-to-Assemble 

Furniture Parts 
in fact, Anything in 
West Coast Woods! 

Send us your inquiries for 


PONDEROSA PINE, SUGAR PINE, 
INCENSE CEDAR, DOUGLAS 
AND WHITE FIR 
























The Ralph L. 


Lumber Company 


1635 Dierks Building 
Phone: Victor 4143 
Kansas City 6, Missouri 


PLEASE DIRECT ALL INQUIRIES 
TO ANDERSON, CALIFORNIA 


Sawmills: Canby, Calif., and Anderson, Calif. 
Remanufacturing Plant: Klamath Falls, Oregon 
Box Factory: Alturas, Calif. 


y 


: 
\ 














It is the kind of flooring that 
will build repeat business for 
you with carpenters and con- 
tractors. Well manufactured, 
precisely graded in accord- 
ance with NOFMA grading 
rules, carefully bundled. 


















Prompt shipment of most 
sizes and grades. 


Send us your inquiries. 


THE OZARK OAK FLOORING CO. 


(> BISMARCK, 


MISSOURI 
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THIS COST CUTTING | 
END MATCHED LUMBER 
MEANS MORE SALES 


For YOU! 





Your customers can’t miss the cost reduction 
advantages of Willamette Valley End-Matched 
lumber. 


Eliminating many costly measure-and-cut-to- 
fit operations on the job, it helps answer to- 
day’s demand for lower cost housing. 


In straight or mixed cars with standard build- 
ing items in kiln dried Douglas Fir and Hi- 
Hemlock lumber and dimension. Try us on 
your next order. 


WILLAMETTE VALLEY LUMBER CO. 


DALLAS, OREGON 
3 Modern Mills 700,000 Feet Daily 








NOW is the Time to Sell Insulation! 


BOOST YOUR FALL INSULATION SALES 
WITH U. S. MINERAL WOOL 


FULL-THICK BATTS 
SEMI-THICK BATTS 
BLANKETS 
POURING WOOL 
LOOSE WOOL 








“Keeps Heat Where It Belongs” 


Now is the time to feature the fuel-sav- This SYMBOL 


ings and increased winter comfort your 
customers can have with U. S. Mineral 
Wool. In batts, blankets, bags — for 
every type insulation job. A proven 
product for 75 years. 

















In straight or mixed truckloads or car- 


is Your Guarantee 
loads. of QUALITY 








Write today for literature and prices. 


UNITED STATES MINERAL WOOL CO. 


South Milwaukee, Wis. Stanhope, N. J. 














Combination Mail Box 
and Magazine Receiver 

The Aristocrat mail box is said 
to have all the beauty of hand 
wrought craftsmanship but is 
priced for the economy home. The 
box is built of heavy gauge rust- 





proof aluminum and has an at- 
tractive finish in antique bronze, 
There are two spacious compart- 
ments: the top, watertight section 
is for mail; the large section be- 
low is for magazines, newspapers, 
ete. The Aristocrat is shipped in 
individual containers, packed com- 
plete with installation screws. 
Write Air Control Products, Inc., 
Dept. AL&BPM, Coopersville, 
Mich. 


New Method of Installing 
Metal Sash 


A new method of installing metal 
sash is reported to eliminate all 
grouting and caulking, and reduce 
sash-installation time to less than 
five minutes. It employs a rolled 
metal section known as Fry Sash 
Reglet which is imbedded in the 
concrete wall or inserted in the 
masonry joint. The reglet does not 
require expansion bolts, clips, an- 
gles, wedges or bracing wires. It 
is supplied cut to size. Write Fry 
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FIREPLACE es 
EXTRA Aut” 


Vol. 78 No.57_*** 


5% MORE 
SURFACE AT NO! 





— | Majestic 
CIRCULATOR FIREPLACE 
with “Radiant Blades” 


Also ask-about Majestic’s Outdoor Fireplace Units 


— 





ANS, 


aTISFACTION, 




















Tidewater 


a en ee 





D. your customers a real service...recommend Tidewater Red 
Cypress. It is truly “The Wood Eternal’. This wood gives outstanding 
service, especially when used under adverse conditions. Can’t be beat 
for homes, interior finishes, farm fences, silos, barns and many 
industrial uses. 


TERMITE RESISTANT: According to the U. S. Department of 
Agriculture, Tidewater Red Cypress is naturally resistant to 
termite destruction. 
DECAY RESISTANT: Nature has done for Tidewater Red Cypress 
what man has tried to do for other woods through artificial induc- 
tion of preservatives. 

AMERICA IS STILL TOO YOUNG TO KNOW HOW LONG TIDEWATER RED CYPRESS WILL LAST 


Toke advantage of our free consulting service to help solve your next 


wood problem. 
Yo FLEISHEL 
n a 


LUMBER COMPANY 
4237 DUNCAN AVE. « St. Louis 10, Mo. 
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Dependable Quality 





HARDWOOD FLOORING 


In straight cars or mixed with air 
dried Yellow Pine Boards and 
Dimension. Best of manufacture. 


beech ne 
Satisfaction that will bring you 
Pp ecan back for more. 
ash * 


For prompt attention on your needs 
phone or write 


Miller & Company, Ine. 


Manufacturers of 
Hardwood & Yellow Pine Lumber 


SELMA, ALA. and JACKSON, TENN. 


“ Selma LD 9910 — Phones — Jackson 1885 


oak 
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FASTER 
DRAINAGE 












For Fall Profits— 
Feature Bosco Tile 


Big opportunities for dealers who urge 
their customers to solve ali drainage 
problems now before the ground 
freezes. 


Bosco has added scientific perforation 
to drain tile, speeding up the drain 
rate—a powerful selling advantage. 








Sales Opportunities in: 


Foundation drainage 

Septic tank drains 

“Wet Spots” in farm 
drainage 

Athletic Fields 

Golf Courses 

City Parks 

Tennis Courts 

Running Tracks, etc. 





Extra Service. Available in 
straight cars or mixed with 
other fine Bosco drainage ma- 
terials, regular Drain Tile, also 
Sewer Pipe and Fittings. 


Write today for the Bosco 








Folder and quotations. 








it Red. 
Gypress 
‘Tine Wood ftarmat™ 


BOWERSTON 


ON, OHIO 
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SHALE COMPANY ¢[ki) BOWERST 
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FOR LASTING PROTECTION 
4 


INSECT WIRE SCREENING 


There is no screening like wire screen- 
ing for lasting protection in window, 
door, and porch screens. Cortland 
Brand wire screening keeps the pests 
out and gives years of dependable 
service. Wire screening will not burn or 
sag; takes a minimum of tacking for a 
smooth, tight job; and it gives added 
security to windows left unlocked. 


Cortland Brand wire screening has 
been tested under all conditions since 
1873. For sure satisfaction specify 
Cortland Brand insect wire screening 
whenever you install new or replace 
old screens. There is a Cortland Brand 
wire screening for every purpose made 
to full compliance with U. S. Bureau of 
Standards specifications for steel, 
bronze, and aluminum wire: 


Cortland Gray Wick - Popular all- 
purpose grade steel wire, electro- 
coated and enameled against corrosion. 


Cortland Bronze - Special alloy 
wire, rustless, and not affected by salt 
air, acids, or gases. 


Cortland Aluminum - Lightweight 
Alclad aluminum wire can’t rust or stain. 


Wire - Poultry Netting - Nails - 
Wire Screening 





Wickwire Brothers, Inc., Cortland, N.Y. | 
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Reglet Company, Division of Watts 
Electric and Mfg. Co., Birming- 
ham, Mich. 


4-Yard Wide Felt Base 
Floor Covering 


First production of Sloane-Bla- 
bon’s 4-yard-wide resilient enamel 
(felt base) floor covering, comes 
off one of the presses recently in- 


stalled in the company’s new print 
room. Shown inspecting the new 
merchandise are Wilbur Newman 
(left), vice-president in charge of 
sales, and Walter F. Schueler, vice- 
president in charge of operations. 
Write Sloane-Blabon Corporation, 
Dept. AL&BPM, New York 16, 
ie 


New Kritzer Radiant 
Baseboard System 


A new Radiant Baseboard’ sys- 
tem needing only three simple steps 
for a finished installation is eco- 
nomical both in original cost and 
in labor costs. Ten foot sections 
of 2”’x514” aluminum fins are me- 
chanically bonded to two, 3” center, 
copper supply tubes. Heat transfer 
plates of aluminum fins provide the 
convection surface and are re- 


ADJUSTABLE 
BRACKET 














sponsible for the radiant effective- 
ness. No fittings are required to 
join the ends of the copper tubing 
when installing the coils. A Kritzer 
Radiant Baseboard system can be 
readily adapted to any heaiing ar- 
rangement or layout. Write Krit- 
zer Radiant Coils, Inc., Dept. AL&- 
BPM, 2901 Lawrence Ave., Chi- 
eago 25, Ill. 


Wall-Hanging 
Corner Cabinet 

A new corner cabinet that can 
be hung on the wall is designed for 
use not only in bathrooms but also 


in kitchens and bedrooms. The 
cabinet has a 14” x 20” mirror 
with a stainless steel frame; there 
are two glass shelves. The hard- 
ware is cadmium plated. Write 
Ideal Cabinet Corporation, Dept. 
AL&BPM, 7730 Joy Road, Detroit 
4, Mich. 


New Door Chime Models 
for Kitchens, Halls 


Tulip Time, a new door chime 
model specifically designed for 
kitchens, is done in authentic Penn- 
sylvania Dutch motif in popular 
kitchen colors. Another new model, 
the Queen Anne, serves the dual 
purpose of announcing that some- 
one is at the door, and melodiously 
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LUMBER CO. 


6515 Page Avenue 
ST. LOUIS 14, MISSOURI 


DEimar 1111 ¢ Teletype SL-525 


5601 Elston Avenue 
CHICAGO 30, ILLINOIS 


ROdney 3-4160 « Teletype CG-1464 




















Now! Get set to cash in on 
this unlimited builder’s mar- 
ket. Wagner garage doors 
and electric door operators 
open the way to new profits. 
These low priced — quality 
— garage doors and opera- 


tors have many exclusive features. Check these sales building 
qualities — available on all models. 


® Easy operation 


@ ‘imple installation 





DON’T DELAY Deal- 


@ Attractive design erships available. If 
— ideal for resi- you 
dential or com- write today for full in- * 

® eather tight opening mercial use. 


would qualify, 


formation. Dept. AL 
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LUDWIG — 


SPRING - TENSION ( 
"SNAP" FASTENERS 


Hold screens or storm sash 
FIRMLY to window frames 
or combination doors. 







Eliminate rattling and 
drafts . . cut fuel costs 
... Save wear and tear 
on painted surfaces... 
permit quick and easy 


y 5 
changing of storm sash 
and screens. 








The LUDWIG SPRING-TENSION “SNAP” FASTENERS are a 
proven fast seller. 
proofed. 


Made of hardened spring steel and rust- 








Packed 1 gross (with screws) in 
7°xT"x2/," attractively colored dis- 
play box with 1 Fastener mounted 
on demonsirator block. Weight 5 
tbs. 12 display boxes to carton. 
Shipping weight 60 Ibs. 


DEALERS — Order from 
your regular Jobber. 


SASH MANUFACTUR- 
ERS — Write to factory 
for bulk prices. 


LUDWIG 


MFG. CO., INC. 


2401 Durand Road, 
RACINE. WISCONSIN 








4 Se. 
ahh Wee 





you can 6€ SURE... te 17: Westinghouse 


i> 
PLANNING BOCK 


for 


ELECTRICAL LIVING 








HOMES 


Planning Book on 
° ee 
Electrical Living Homes 
This new manual contains essential data to help you aan the 
electrical systems and equipment for your builders’ houses . 


to make them efficient . . . to give them strong sales appeal... 
and for economy. 





It explains the principles of 
ing; makes it l 
houses. 


the Four Degrees of Electrical Liv- 
easy to select and ht degree to builders’ 


apply the right 











The book features layouts of two kitchens: An “Economy 
Kitchen”? that is minimum in space and e juipment requirements; 
and an ‘Ideal Kitchen’’ that offers an arra equipment, 
counter and storag er who e be 

Shows how to design ndries r ppea 
Ex; ains simp] € 1 how ns ¢ 

, cea C ac ele es anc 
; ea and reference book that every builder and 
Supply déaier s ay [here is no charge; no obligation. 


ion to your customers are 


available at 5 c¢ 





Better Homes Bureau 
Westinghouse Electric Corporation 
P. O. Box 858, Pittsburgh 30, Pa. 


Centlemen: Please send me a copy of Planning 
ook for Electrical Living Homes, B-4326. 
NS 12 5 i) ito gal eras wherein, nacre oR OE 


Street ... 


SS a ONO. 5s MANORS 5 boss 
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CALDER 


SECTIONAL GARAGE DOOR 


as modern as tomorrow 


-LOOK AT 
THESE CALDER 
FEATURES 


®@ Sturdy aluminum 

rame 

@ Heavy, ‘tough ‘alumi- 
e. 

num hide 

@ Exclusive «track and 

roller design wedges 

door tight with no jam- 

ming 


in line 
@ Oil 
prene tired rollers 


resistant Neo- 


@ Bind-proof 
mechanism 


locking 


@ Interlocking weather- 
proof joints 
@ Sections 
replaceable 


individually 


This is the Door to Bigger Profits 


Outstanding features of Calder 
Overhead Garage Doors make sales 
easy because their superiority is 
quickly recognized. Generous 
dealer discounts make them an ex- 


ceptional opportunity for progres- 


sive distributors and contractors. 
We invite you to open the Calder 
Door to Profitable enterprise. W rite 


@ Track joints always: 





for full information today. 





THE CALDER MANUFACTURING CO., Lancaster 4, Penna. 








FREE 
Interesting, 
colorful brochure 
on ‘Construction 
by Adhesion 
Write for your 
copy today! 


GET ALL THE FACTS NOW ON 


“CONSTRUCTION 
BY ADHESION” 


So substantial are the savings in labor and 

material costs effected by applications of 

adhesives in the construction field, that all 

leading architects and progressive con- 

struction men are swinging to this modern 

method for both new constructions and 

modernization. 

Sell “Construction by Adhesion” 

Sell Miracle! 

Miracle Black Magic Adhesive 

Miracle Wallboard Cement 

Miracle Panel-Board Cement 

Miracle White Caulking 

Miracle Plastic Underlayment 

You owe it to yourself to get the facts 

today! See Miracle Exhibit, 101 Park Ave- 

nue. Write for information and your free 

brochure. 











CER MOS TILE- 
i SETTING MORTAR 
MPACLE ADHESIVE 
sTPe. TROWELED 
concaerTe-- 


a = 


MIRACLE ADHESIVE 


WOO STAIR 





FOR TILE FLOORS 


STAIR TREADS 





METAL MOULDIN, 

















COUNTER TOPS 


PARTITIONS 


MIRACLE ADHESIVES CORP. 


214 East 53rd Street 


New York 22, N. Y. 





*Reg. U. S. Pat. Off. 





| striking the hours. Its self-starting 


electric clock operates from the 
same power supply as the chime 
and requires no additional wiring, 
The cabinet is made with dizgon. 
ally grained mahogany. Write The 
Rittenhouse Company, Inc., Dept, 
AL&BPM, Honeoye Falls, N. Y. 


Snap Fasteners for 
Storm Sash and Screens 


Snap Fasteners hold screens or 
storm sash firmly to window frames 
or combination doors, and also per- 








mit quick changing of storm sash 
and screens. The fasteners are 
made of hardened spring steel, rust- 
proofed by cadmium plating. Come 
in 3-color display carton for use on 
dealers’ counters. Write Ludwig 
Manufacturing Co., Dept. ALé&- 


BPM, 2401 Durand Road, Racine, 
Wis. 


“Allmetal" Sash Balance and 
Weatherstripping Unit 


The Allmetal Sash Balance and 
Weatherstrip Unit makes pulleys, 
cords, box frames and weights u- 
necessary, and establishes a modern 
method of counterbalancing and 
weatherstripping all double hung 
windows whether they are old or 
new. Four of the new Allmetal 
units are required for each window, 
two on each sash. Counterbalancing 
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the sash is accomplished with coil 
spring tension to overcome gravity, 
and a metal housing tension to pro- 
vide a more stable sash in any posi- 
tion. The sash balance gives finger- 
tip window control. Write Allmetal 
Weatherstrip Company, Dept. AL&- 
BPM, 2241 N. Knox Ave., Chicago 
39, Ill. 


Rainbow Dry Colors in Package 
Having Cellophane Window 


The entire line of 40 Rainbow 
Dry Colors is now available in one 
pound packages having cellophane 
windows through which the actual 
colors can be seen. This permits 
quick selection, saves handling and 
weighing time. The new package 
also has a_ perforated pour-out 





opening for economical dispensing 
and ease of use. Factory-sealed, 
Rainbow colors are kept clean of 
any extraneous matter which 
might affect their color and purity. 
Write Murray-Williams Color and 


Chemical Company, Dept. AL& 
BPM, 353 Boyden Ave., Maple- 
wood, N. J. 


The "Handi-Horse" 


The Handi-Horse, an adjustable, 
tubular steel “horse,” with non- 
skid rubber feet, is ideal for paint- 
ing, wallpapering, putting on storm 
windows, or for general repair 
work. 

One model is adjustable at vary- 
ing heights from 24” to 44”. Other 
sizes are built to specification. 
Predrilled holes in top channel bar 
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oa 
« YE i ENCES are the modern 


way to increase closet capacity without 
sacrificing room space. They are streamlined for 
gleaming beauty . . . scientifically designed to 
meet specific closet needs . . . yet fully 
adjustable to individual requirements. From over 
40 K-VENIENCE items you can meet every 
clothes closet need. Make it a profitable 

policy to install economical K-VENIENCES 
throughout the house. They give so much 
convenience for so little cost! 


®@ Write for free catalog 


CASA 


WOES WW. 


GRAND RAPIDS 4, MICHIGAN 





DEPT. N-28 











: 





Year Round Benefits 
for You and Your 
Customers with... 





ALL METAL 


WEATHERSTRIPS 





and THRESHOLDS 


4 


FOR PREFABRICATORS. De- 
signed originally for pre- 
fabricated windows, SE- 
CURITY “SENTINEL” 
WEATHERSTRIPS are 
now also used by install- 
ing dealers to increase 
D.H. operating ease, effi- 
ciency and economy. The 
two-piece, all-metal rust- 
proof jambs are ideal sash 
guides. SENTINEL 
WEATHERSTRIPS are 
packed with plus-value 
selling features. Several 
million are in use today. 








FOR RESIDENCES AND 
COMMERCIAL BUILDINGS. 
On old or new construc- 
tion, SECURITY ‘‘HI- 
RIB” WEATHERSTRIPS 
are noted for their ease 
of installation, added cus- 
tomer protection and long- 
time service. The SECUR- 
ITY line is complete with 
window and door strips of 
every type and size. 


SPECIAL ‘’SECUR-PLY” FOR 
ECONOMY. New onailless 
installation type spring 
bronze weatherstrip, espe- 
cially adapted for use at 
check rail, head and sill 
of double hung window, 
on casements and storm 
sash. SECURITY SE- 
CUR-PLY will save at 
least 40% in labor and 
material costs over most 
other strips. 


SECURITY THRESHOLDS 


A variety of 
sizes and shapes 
in brassand alu- 
minum thresh- 
olds are stocked 
for immediate 
delivery. One order can fill all requirements. 


@e DEALERS e INSTALLERS 


Twenty-eight years of ex- 
perience has built a repu- 
tation of “satisfaction or 
your money back.’ Write 
today for samples, litera- 
ture and prices. No obli- 


a gation of course. 
THE SECURITY CO. 


1757 PURITAN *« DETROIT 3 





















_make it easy for carpenters to bolt 
'a 2x4 into position. The Handi- 
| Horse folds flat and may be stored 
in a small space. Write Broadway 
Manufacturing Co., Dept. AL&- 
BPM, 257 W. Broadway, Waukesha, 
Wis. 


Sand Texture 
Plaster Finish 

This oil base sand-texture paint 
comes ready-mixed for’ brush-on 
application direct from can. For 
old or new surfaces—homes, stores, 


offices, schools, ete. It is particu- 
larly recommended for use over 
cracked plaster; covers. checks, 


nail-holes, nail-heads, joints, ete. 
Suitable for use over insulation or 
wallboard, wallpaper, plasterboard, 
wood, brick, concrete. One coat 
plasters and paints. Dries to hard 
sand-texture plaster finish over 
night. White and seven pastel col- 
ors. For actual sample, color card 
folder and prices, write Sicca Soya 
Paint Co., Inc., Dept. AL&BPM, 
3400 S. Washington, Peoria, III. 


Deniston Lead Seal 
Roofing Nails 


Lead Seal roofing nails are avail- 
able for applying corrugated sheet 
steel, aluminum, slate or tile roof- 
ing. When nail is driven, hole 
around nail and sheet is firmly 
sealed with lead. Also available are 
galvanized or painted roofing nails 
for applying composition roofing, 
including a hot galvanized drive 
screw nail. For free samples, pack- 
aging and sales information, write 
The Deniston Co., Dept. AL&BPM, 
4854 S. Western Ave., Chicago 9, 
LI. 


Flush-Panel Streamline 
Garage Doors 


The exterior flush panels of the 
new Taper Seal garage door, are 
electrically bonded to the frame. 
This permits the pull and strain 
to become equal on both sides of 
the door which in turn eliminates 
warpage and distortion. The built- 
in Taper Seal principle provides 
free operation for easy opening 
and closing and forms a weather- 
proof seal at the final point of 
closure. Special innovation is the 
use of the new type slip joints for 


the track connections. They elimi- 
nate bolts and furnish a smooth 
operating surface that assures 


noiseless running. Taper-Seal doors 
require only 11” headroom for 
standard installation, and _ only 
64%” with a special low-bracket 
-arrangement. Write Capitol Prod- 
ucts, Dept. AL&BPM, 118 S. Third 
St., Springfield, Ill. 
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Plastic Counter Tops 

A new Kustomized plastic coun- 
ter top, in a marbleized pear] gray, 
on all Kitchen-Kraft 


will appear 





steel sink and floor cabinets. The 
color is processed through the en- 
tire thickness of the material. For 
all practical purposes these tops 
provide a continuous, one-piece 
working surface that gives the ad- 
vantages of a custom-made counter 
top. Kustomized tops in gray or 
black range in lengths from 15” te 
12 feet long. They are 25” ae 
114” thick; a contoured back riser 
stands 4” above the surface. Write 
Midwest Mfg. Company, Dept. 
AL&BPM, Galesburg, IIl. 


Donley Wall Hanger 


A wall chart illustrating the 
principal Donley products is de- 
signed for dealers to hang on their 
walls. The chart makes it easy for 
contractors, builders and _ mod- 
ernizers to select these Donley 


‘DONLEY DEVICES 


For the Home Qwner and Builder 











fireplace 
unit, dampers, ash dumps, cleanout 


Devices, the Heatsaver 
doors, garbage receivers, mail re 
ceivers, package receivers, ou‘ door 
fireplaces, basement and utility 
windows, area walls, incinerstors, 
laundry chutes, etc. Dealers are 
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«|| Mount Vernon Brand OAK FLOORING 


raft 


BEECH AND PECAN FLOORING 
High Quality Band Sawn Southern Hardwoods 


Specialties — Kiln Drying, Resawing, General Planing, Milling 


MOBILE RIVER SAW MILL CO., Inc. 


MOUNT VERNON, ALABAMA 
Flooring Plant, Dry Kilns, Saw Mills, Planing Mill a 











STILL MOST POPULAR! 
THE TOWER—"32" EDGER 








The 
; hood ee eee cep now equipped with 

or SS ne , e 
tops gh? TOWER. - EDGER. 1. Roller or Ball Bearings on Main 
niece eg ee. a ~ Saw Arbor 
> ad- sailing 2. Inserted Tooth or Solid Tooth Saws 
inter 3. Front and Rear Pressure Roll 
y or 
y” to STRONG — RIGID — DURABLE 
deep, 
riser For Information and Prices, Write 
Vrite 

This shows the husk and front table of the No. 4 GREENVILLE 

Jept. TOWER 32-inch Edger, the rear table is not shown. The R. J. Tower Iron Works since Icey} 








ts Kogap Lasuber Sales, Inc. 











their Keep MEDFORD, OREGON 
y for 
mod- regon 
onley O 

Gree" QUALITY SERVICE 
ES : | 

nd Ask your wholesaler for fine Kogap lumber in: 
& ca @ Douglas Fir @ Ponderosa Pine 
Product @ Sugar Pine @ Southern Oregon White Fir 
LAUSMANN LUMBER CO. © KOGAP LUMBER INDUSTRIES 


Affiliates 
Members of Western Pine Assn. and West Coast Lumbermens Assn. 











A 

t a 

a 
$4 


KIRBY 


- Lumber Corporation . 











iz Hy You Save Money, Speed Construction Time with these 
VW © Yellow Pine unusually fine roof trusses. Durable, safe, approved by 
saa engineers everywhere. Used on the nation's buildings 
CES ® Southern Hardwoods for over 27 years. Deliveries Quickly Made. Shipments 


| 
| sent fully assembled . . . ready for fast, easy erection. 
| 


hee "A Wood for Every Purpose" \ 
plac = 


noit F | KIRBY BUILDING | HOUSTON, TEXAS AMERICAN Roof Truss C 
_ oof Truss Co. 


‘doo! 
ility 6854 Stony Island Ave., Chicago 49 .. . Plaza 2-1772 
tors, "Is it as Good as Kirby's?" :; Established 1922 
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SMART APPEARANCE 


and 


long Life 





ae 


MAKE HALL PINE 


SECTIONAL DOORS 


@ fay ort 


evet? 


Solve garage door problems by in- 
stalling trouble-free HALL pine sec- 
tional doors. Full ball bearing rollers 
and pulleys insure smooth, quiet op- 
eration, and the sturdy overhead track 
assembly with counter-balanced coil 
extension springs make opening and 
closing a “‘‘finger tip’’ operation. 


Made by craftsmen. the stiles and rails 
of HALL doors are mortised and ten- 
oned, pinned and glued to provide 
long lasting service. Quality-built for 
easy installation, HALL doors reach 
you in a convenient, easily assembled 
set including track, door sections and 
all necessary hardware. 


HALL pine sectional doors are attrac- 
tively priced and are available in va- 
rious sizes to fit garages anywhere. 


For complete information write: 


HALL ENTERPRISES 


Casco, Wisconsin 





182 


where 





invited to write for the Donley 
Devices catalog and information 
about fireplace booklets available— 
address The Donley Brothers Co., 
13928 Miles Ave., Cleveland 5, 
Ohio. 


"Jiffy" Window Control Springs 


Jiffy window-control springs 
eliminate removal of window stop- 
ping and sash in replacing cord on 
existing double-hung wood windows. 


1%!° 
WIDE 


6! 
LONG 


SPECIAL 
HARD 
SPRING 
BRONZE 
2019 
26 GAUGE 


On new low-cost production, they 
provide an economical substitute for 
costly weights or balances. The 
springs are made of special hard- 
spring bronze, and can be quickly 
installed by anyone. By tightening 
the windows, the springs reduce 
draft and eliminate rattles. They 
are packed 24 pairs to a display 
box ... will equip 24 sash weigh- 
ing up to 20 lbs. each. Write Leid- 
gen Specialty Co., Dept. AL&BPM, 
Oconomowoc, Wis. 


Kintrim, Easi-Bild 
Pattern Promotion 

Designed to develop’ kitchen 
modernizing business for dealers 
and to bring sales of lumber, nails, 
glue, hardware, linoleum and Kin- 
trim metal moldings. Program in- 
cludes space in national shelter 
papers and dealer tie-in floor dis- 
play stand. For complete details, 
dealers are invited to write Kin- 
kead Industries, Inc., Dept. L, 440 
West Superior St., Chicago 10, IIl. 


Tie-in Material on 
National Paint Campaign 

The big National Paint, Varnish 
and Lacquer Assn. consumer cam- 
paign is now under way in leading 
national magazines such as Time, 
Saturday Evening Post, Country 
Gentleman and Better Homes and 
Gardens. The objective of this far- 
reaching promotion program is to 
bring paint customers to dealers 
and painters. A wealth of tie-in 
material is available to enable 
dealers to identify their stores 


with the national advertising of 
paint. For a set of tie-in materia] 
dealers should write Nationa] 
Paint, Varnish and Lacquer Assn, 
Inc., Dept. AL&BPM, Washington, 
D. C. 


New Nailless 
Weatherstrip 

Secur-ply is the trade name of 
a new nailless installation type 
spring bronze weatherstrip, espe- 
cially adapted for use at check rail, 
head and sill of double hung win. 
dows, on casements and storm sash, 
Manufacturer says Secur-ply is 
easily, quickly, economically _in- 
stalled. For information about 
Secur-ply and other Security 
weatherstrips and thresholds, write 


The Security Co., Dept. AL& 
BPM, 1757 Puritan, Detroit 3, 
Mich, 


The New “Airweight" 
Aluminum Ladder 


The new Airweight aluminum 
ladder is so light that an eight- 
year-old child can lift it. A new 
“U” channel side-rail gives it extra 
strength and rigidity. All the rungs 
are grooved to prevent slipping, 
Weight is 114 pounds per foot. The 
ladder is built for the worker to 
stand on two rungs at a time its 














| 
at 

















stead of one. Rubber pads are at- 
tached to the back sides of the top 
section to prevent the ladder from 
marring the surface on which it is 
resting. Write Newark Ladder and 
Bracket Co., Inc., Dept. AL&BPM, 
Clark (Rahway), N. J, 


Packaged Chimney 

A packaged chimney for old or 
new homes, summer cottages, 
cabins, motels, resorts, meets Un- 
derwriters’ Laboratories approval. 
Accepted by FHA for gas, oil, coal 
or wood. Light weight, needs nv 
foundation. Suspends from ceiling 
or floor joists. Easily installed. 
For one or two-story. Completely 
packaged. Nationally advertised. 
For details about construction, 
selling literature and newspape! 
mats, write Van-Packer Corpora- 
tion, Dept. AL&BPM, 134 S. Clark 
St., Chicago 8, II. 
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Maple Flooring Brochure 


An attractively prepared 814”x 
11” booklet contains valuable in- 


F formation about flooring manufac- 





illustrations of 


also many 
Robbins maple, beech, birch and 
oak flooring in prominent buildings 
throughout the country. For a copy 
address Robbins Flooring Co., Dept. 
AL&BPM, Reed City, Mich. 


ture, 


Window Material 
All-Metal Dispenser 

Combines point-of-sale display, 
measuring device, cutting and 
wrapping table. Holds eight full 


rolls. Literature pockets on both 
sides, Light grey baked enamel 
finish. Size 85” high, 40” wide 


and 25” deep. For further infor- 
mation write Arvey Corporation, 
Dept. AL&BPM, 3462 North Kim- 
ball Ave., Chicago 18, III. 


Lumber Made Resistant 
to Fire, Rot, Vermin 

Lumber and millwork can be 
stopped off in transit at St. Louis 
and treated with the Protexol 
process in an impregnation cham- 
ber. Chemicals are introduced into 
the wood under standards accepted 
by the National Board of Fire 
Underwriters. The Protexol im- 
pregnation treatment is designed 
to make wood resistant to fire, rot 
and vermin. For information about 
this service, write Fox Brothers 
Manufacturing Co., Dept. AL& 
BPM, 2701 Sidney St., St. Louis 
4, Mo, 


Pipe Mending Cement 


Krak-Stik cement is said to stop 
leaks instantly—even while liquid 
runs through the pipes under pres- 
sure. It is particularly valuable 
for emergency repairs assuring a 


Cm g | 
See 
4 KRAK-Stik') 


STOPS THE LEAK AS FAST AS YOU FIND iT! 












——— 















positive seal for brine, acids or 
water. The cement seals split-soil 
pipes, sand holes, cracks, gaskets, 
Steam radiators, or an ordinary 
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There’s no doubt about the 
result when this “one man 
fire department” goes inte 
attion. “They are worth 
their weight in gold”, These 
are some of the praises 
firemen write us about 
INDIAN FIRE PUMPS. They 
f=" are the leading hand 
extinguishers for fighting 
Class A fires according 
#6 fire departments and 
foresters, Ask orie of these 
= .mén who have used them. 
“Wafer wetting’ agents ; 
~~ work best in INDIANS and 
do not harm the tank. 


Now is a ged time to. be sure Yéu ore 
amply supplied with INDIAN FIRE PUMPS. 
Available with Armco zinc grip steel tanks 
lined with asphaltic base paint or with 
solid brass or chrome plated tanks. Send 
= for catalog describing these famous back 





 @ pack inguishers, 












ee 





Put the 


INDIAN 


Sign on 
Every Fire! 


D. B. SMITH & CO. sos main st. ico2,.¥. 


PACIFIC COAST BRANCHES: 










lercules ubber Co., Inc. Fred E. Barnett Company Mill & Mine Supply, Inc. 
. Wises Rtreet ~— 2005 S. E. 8th Ave. 2700 Fourth Avenue South 
San Francisco 7, California artiand, Oregon ne ee 
is Comp E. Barnett Compan L.N. Curtis & Sons 
oy East Third Street Free o prin Street J 426 West Third Street South 
Los Angeles, California Klamath F Salt Lake City, Utah 








CANADIAN AGENTS: 


. Limited Duke Equipment Company, Limited 
Psy tenth ‘Street 297 Duke Street 
Vancouver, B. C., Canada Montreal 3, Canada 
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water-pipe split occurring because 
of freezing temperatures. The stick 
cement is packed one dozen in a 


display box. Size of stick meas- 
ures 4” long by 1” in diameter. 
Write Lake Chemical Co., Dept. 


AL&BPM, 
cago, Ill. 


3052 N. Carroll, Chi- 


New Aluminum Paint 

Sheffield Bronze Paint Corp. an- 
nounces Super-Krome, a new alumi- 
num paint which does entire job 
inside and outside, is heat-resist- 
ing and needs no oil addition for 
undercoating or priming. For cata- 
log, free promotional literature on 


Super-Krome and 45 other Shet- 
field Bronze products, write Shef- 
field Bronze Paint Corp., Dept. 
AL&BPM, Cleveland 19, Ohio. 


Porta-Bilt 
Kitchen Cabinetry 
A complete, well-diversified line 
of hardwood kitchen 
comprised of 
integrated meet every re- 
quirement new or modernized 
kitchens. Designed on 3-inch modu- 
lar units, they come ready for in- 
stallation. In white and three con 
sumer-tested factory finished colors 
plus natural finish northern maple. 


cabinetry is 
arefully stvled and 
units to 


for 












BAND-SAWN 
Southern Pine, Hardwoods, 


Cypress, Oak Flooring 






































VER 10,000 
HOUSING UNITS 






































BUILT WITH 





Trussed rafters are the key to re- 
duced housing costs. 
for free literature and designs for 
your builders. 





MING ANCHORS 


ipl brip 


Write us 




















[DIXIE BRAND] 
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Line includes many attractive 
cialties and accessories. For 
log and complete selling d 
write Mutschler Brothers Co., 
AL&BPM, Nappanee, Ind. 


Spe- 
ata- 
ails 
Lept, 


Ceiling-Type 
Kitchen Ventilator 
A ceiling-type kitchen ventil:toy. 
incorporating 14 new features, js 
offer complete ease of in- 
maintenance 


said to 


stallation and 


and 
super-quiet operation at full ¢a- 
pacity. Completely automatic, the 
ventilator is controlled by a stand- 


ard light switch. A booster control 


opens the damper freely when the 
ventilator is started, and closes it 


tightly when ventilator is turned 
off. Complete grille and fan as- 
sembly may be quickly detached 
for cleaning. Write Ig Electric 


Ventilating Company, Dept. AL& 
BPM, 2850 N. Crawford Ave., Chi- 
eago 41, Ill. 


Combination Storm Sash 
and Screen Unit 

The Huttig of Muscatine Sno- 
Fly three-piece combination storm 
sash and screen unit, consists of 
top-half storm section, bottom-half 
storm section and_ bottom-half 


screen section plus necessary oper- 
ating hardware. Top storm secticn 
slides into position on metal guide 
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Dae How! THE NEW 
CAPITOL STREAMLINE 


| Anaconda Copper | — PANEL & 
my Mining Co. ue Greater Profits 


























ond Here’s a new and beautiful Sectional garage door that has 
‘ | every superior feature of design and workmanship. Streamline, 
| ¢a- Lumber Department flush panels electrically bonded to frames, (Not nailed) Insures 


', the rigidity which prevents warping and distortion. 


tand- Dialectric heating, under tremendous pressure, in a High 


ni tro} Bonner, Mont. Frequency Heating Unit forms a complete fusion, or bond — 

impervious to rain, snow or ice. Equalized “pull” or “strain” 

at all points of the section. A stronger, longer lasting, super- 

quality door combining beauty and long life with economy. 

‘ Same easy-to-install hardware is used on all Capitol Taper 
Seal doors. 


Ruggedly and more substantially constructed — and they‘re 
priced to sell — but fast. 


NOTE THESE . 
Manufacturers of MANY SUPERIOR FEATURES 


aN Modern Beauty - Streamline - Flush 














Panels - Dialectric Bonding - Equal- 
" " Aeli “Pull” Sa yi Sabebeal yams 

, ction - Ball-Bearing Rollers - dite A sa 
. the Ponderosa Pine, Fir and “Feather Touch” Operation - Taper 8°0""X7'6"x15/4" 
a Seal Weather Protection - Rugged 8°0""x8°0"'x134"" 
eS ] Construction - Easy Seetaitedion 7 9°0"x7°0" x14" 
rned Larch Lumber Long Life - Reasonably Priced. 

as- See Your Lumber Dealer or Write 
ched Us For Full Information and Prices. 
ctric 
AL ie CAPITOL PRODUCTS 
Chi- . . 

118 South Third St. Springfield, Il. 


Telephone 7838 














Sn0- 


















orm 
: of To supply users of Southern Hardwoods with dimen- 
half sions ‘LONG AND WIDE,” we have added to our mo- 
half torized straightline rip mill and dimension plant 
per- LOW-PRICED MODERN EDGE-GLUING EQUIPMENT and an IM- 
tion PROVED FINGER-JOINTING MACHINE, for produc- 
lide BUSS No. 208 ing wood parts for trucks and trailers in specified 
= | SINGLE long lengths up to 190"; also furniture squares up to 
3’: and cores, panels and: tops up to 33” wide and 
; SURFACE 84" long, for the furniture trade. 
wooondD Should you require semi-finished cut-stock. or solid 
wl PLANER and glued-up dimensions kiln-dried, molded to pat- 
, tern and equalized, send us your inquiries. Truck or 
~ Capacity 20” x 8” carload lots. 













Our gas-heated kilns and cut-up plant is in the heart 
of the timber and lumber supply, at Lufkin, Texas 
on the Cotton Belt, where also is the largest exclusive 
hardwood drying yard in the Southwest, drawing 

; ' Common & Better grades from Texas, Louisiana and 
One look at the specifica- 


Arkansas. 
tions of this machine will 
convince you that the BUSS We supply Squares, Posts and Stakes; Cores, Panels 






One of a complete line of single 
and double surface wood planers 
— all built by planer specialists. 











No. 208 sei to the low- got small planer field a new high and Tops, Drawer sides, backs, skirts and braces; 
standard of both construction and performance. It's a husky, pre- Bed Rails, Head Boards and slats: Case, Base and 
ision-built planer that will handle everything within its 20" x 8" Shoe neti Door sills and Tiahahiien Truck Floor- 





apacity with speed and accuracy. It's ideal for the small shop, 







ill or lumber yard, complete in every detail, including fully en- ing, Stakes and Slats; Parlor Frames and Pallets. 
closed motors, sectional infeed roll, sectional chipbreaker, 4 driven We wholesale and export Hardwood Ties and Tim- 
olls, built-in knife grinding-jointing attachment and many other bers 











atures, Available in various feed rates. Write for price and 
comaiate wiaamasiin, WW ANGELINA HARDWOOD SALES CO. 
BUS S Bence BOX 1020 Phone LD 9 


| 238 EIGHTH ST. 
MACHINE WORKS HOLLAND, MICHIGAN | LUFKIN, TEXAS 
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comeare line of PLASTERING ACCESSORIES 


For example, CORNERITE, a narrow strip of 2.54 painted 
MESHTEX, 8 feet long, bent at right angles, (2” x 2” or 3” x 3”) 
— used for reinforcing inside corners of walls and partitions in 
wood, tile or plaster-block construction. Also, STRIPITE, — 
2.5# painted MESHTEX, 3 inches wide by 8 feet long, — used 
extensively in reinforcing joints in plasterboard construction. 
These are but two of dozens of needed fast-selling numbers. 
Send for complete catalog and information on Penmetal Dealer- 
ships. 






80th PENMETAL 
YEAR 


PENN Meta. Company, INC. 


General Sales Offices: 205 East 42nd Street, New York 17, N. Y. 


District Sales Offices 
Philadelphia Chicogo ._~—— Detroit lave folate) sxolit 
San Francisco : Dallas Porkersburg, W. Vo 


Boston . New York 
Seattle Los Angeles 


Foctory Parkersburg, W. Vo 





NOW! Fast Transport Service 
from STUTTS' MILLS to YOU 


@ Within 1,000 miles of our mills, we can now give 
fast, DIRECT truck delivery on both hardwood and 
pine products. All Stutts Lumber grade-marked 
and trade-marked with our name. 


When you want action — call STUTTS. 
1 —_—_—=— 



























iB | 5 U T 5 LUM 5 ER Ca Bl 
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Another new Stutts Service: 


Hardwood Flooring and Pine 
in Mixed-Car Shipments 








We are now in position to supply your flooring needs 
in smaller quantities, by mixing carloads with pine. 
We handle MT. VERNON BRAND end-matched Hard- 
wood Plooring. 


STUTTS LUMBER CO., INC. 
Thomasville, Ala. 


HARDWOOD @ PINE © FURNITURE DIMENSION UTS ae ye 


INDUSTRIAL CUT STOCK General Sales Office at Thomasville 


@ Write or wire Stutts, Department 13, Thomasville © 








strips attached to sides of window 
frame. Clips hold storm section 
firmly in top position. The bottom 
storm section and screen section 
are supplied with pull handles for 
easy removal and are held in place 
by coil spring and finger pull. For 
illustrated folder write Huttig 
Manufacturing Co., Dept. AL& 
BPM, Muscatine, Iowa. 


Mitchell Module ... The 
Custom-Fitting Lighting System 

The Mitchell Module is a new 
modular lighting system introduced 
by the Mitchell Manufacturing 
Company. Its design features are 
said to make it the only mass-pro- 
duced lighting system capable of 
fulfilling custom-fitted lighting re- 
quirements. Basically, the system 
consists of four modules or units; 
all have a single or multiple stand- 
ard measurement of 1614 inches. 
The units can be put together in 
innumerable combinations to fit any 
commercial lighting needs. They 
can be lined up end-to-end, side- 
to-end, side-to-side and_ end-to- 
side, to achieve custom-made light- 
ing patterns. Write the Mitchell 
Manufacturing Company, Dept. 
AL&BPM, 2525 Clybourn St., Chi- 
cago, Ill. 


Adjustable Steel 
Basement Post 

An adjustable steel basement 
post of 4-inch tubular steel con- 
struction, gives the same diameter 
column for the full height of post, 
but allows for an adjustment of 4 
inches through the jack screw as- 
sembly which may be positioned 
either at top or bottom of column. 
The column permits setting a 
heavy duty basement post without 
special cutting of pipe or arrang- 
ing shoring while setting the post. 
It is furnished in standard heights 
of 64”, 6/10” and 7’4” plus 4-inch 
jack adjustment. Write The 
Holm’s Manufacturing Company of 
Ohio, 103 North Main St., Dept. 
AL&BPM, Akron, Ohio. 
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Four Sizes in the New | 
Excelsior Apex Steel Furnace 


Excelsior announces four sizes of 
its new coal-burning, gravity-type, 
round-cased, hot-air steel furnace, 
ranving from 62,300 to 107,500 
Btu. The drum, or shell, is welded 
for tightness and riveted for 





? 


| 





strength. A large-surface heat ra- 
diator at the rear is also both 
welded and riveted with the smoke 
pipe outlet near the bottom. The 
fire pot is extra large, and protected 
by special heat-resisting firebrick. 
Write Excelsior Steel Furnace 
Company, Dept. AL&BPM, 118 S. 
Clinton St., Chicago 6, IIl. 


New Vital-Caulker 


The new Vital-Caulker consists 
of patented skeleton type gun and 
patented spouted cartridge. Simple 
to operate—just snap spouted car- 
tridge into the skeleton gun, pull 
the trigger and caulk. When caulk- 
ing compound in cartridge is com- 
pletely used, discard cartridge and 
insert new one. Manufacturer re- 
ports remarkable reception. For 
sales and display information, 
write Vital Products Manufactur- 
ing Co. Dept. AL&BPM, 7500 
Quiney Ave., Cleveland 4, Ohio. 


New Self-Feeding 
Paint Rollers 


New, clean, easy, drip-proof, 
spi!ash-proof method of painting. 
The new Flo-matic pressure roller 
comes in two models and is being 
promoted by national advertising. 
One model self-feeds from attached 
aluminum-alloy paint cylinder and 
recuires no hose or pressure pot. 
The other, designed for profes- 
Siunal painters, can be used with 
any hose and pressure pot. For 
complete sales and price informa- 
ica, write Rubberset Co., Dept. 
A’.&BPM, 146 Haynes Ave., New- 











arc 5, N. J. 
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Think your | 
company 
is fireproof ? 


MAKE THIS 


SIMPLE TEST 
AND SEE! 


Touch a flame to one of your 
ledger sheets or letterheads. 
Will it burn? 

That’s a little flame. Now 
suppose your entire offices 
were on fire—would these 
same records burn? 


Naturally, if they are 
unprotected. Metal filing cases 
won’t protect them for more _ 
than a minute or so. 

And they may not be protected 
even in your safe! 


Here’s why—paper chars 
without being touched by 
flame when temperatures go 
above 400°. A safe that has 
been through a previous fire or 
burglary, or does not carry 
the label of the independent 
Underwriters’ Laboratories, 
Inc., simply cannot be trusted. 
It may act as an oven and 
cremate its contents. 




















4 out of 10 firms never reopen after losing their records! 





Mosier insulated Rec- 
ord Containers com- 
bine the convenience 


al sae a —_ 
urglary resistive chest for 

dual protection against fire = bane 
and burglary. record protection. 


That’s why you should have 
the finest protection you can 
get for your records—a new 
Mosler ‘‘A’”’ label safe, made by 
the world’s largest builder of 
safes and vaults. Why take 
chances? See Mosler now and 
be safe! 

Fill in coupon for the free 
record protection survey or 

the booklet, ‘‘What you should 
know about safes.” 


ge Mosler Safe ¢ 


Main Office: 320 Fifth Avenue 
New York 1, N. Y. 


Dealers in principal cities 
Factories: Hamilton, O. 


Largest Builders of Safes 
and Vaults in the World 


Builders of the 
U.S. Gold Storage 
Vault Doors 

at Fort Knox, Ky. 


Tue Mos er Sare Co., Dept. 69 
320 FirtH Ave., New York 1, N. Y. 


(CZ I’dlike to discuss your free Record Protection 
Survey with my nearest Mosler representative. 
CO Please send free booklet: ‘What You Should 
Know About Safes.”’ 








SPECIAL SALE! 


40 Carloads—Brand New 


Steel Heating Boilers 


Available Immediately at 
LESS THAN % ORIGINAL COST 


Manufacturer discontinuing line of 
domestic steel boilers for steam or 
hot water heating. 


@ All-Welded Steel Construction 

@ No Tubes to Repair or Replace 
@ For Gas, Oil or Stoker Firing 

@ Extremely Compact and Efficient 
@ Thousands Now in Use 


Manufactured by one of the leading 
steel and marine fabricators in the 
middle west. Available in two sizes 
for small and medium size homes: 








Price 
Model Rating—Net Steam Each 
1616-2 408 Sq. Ft. $ 95.00 
1818-2 510 Sq. Ft. 110.00 


Prices include boiler and trim for 
steam or hot water and 18 ga. steel 
vestibule-type enclosing jacket. All 
prices f.o.b. Toledo, Ohio. To be sold 
in carload lots only. Subject to prior 
sale. 


For Further Information— 
Write, Wire or Phone: 


CONDITIONAIRE, INC. 


Terminal Tower, Cleveland, O. 
TOwer 1-3110 











CUSTOM 
MILLING 


Transit Rates 
Insured storage and air 
drying yard. 


Ship your lumber green or 
partially dried to be milled, 
and shipped on order. 


Located on both the Soo 
Line and C & NW Railroad. 


WALLRICH’S 


M. J. Wallrich Land 
& Lumber Co. 


Shawano, Wisconsin 
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A Combination Refrigerator 
and Radio 


A new four-and-a-half cubic foot 
refrigerator with a_ super-hetro- 


dyne radio mounted in the door, 
carries the motto, “Music while 
you work.” The unit was specially 








designed for apartments, motels, 
trailers, resort cabins and hotels. 
Complete with vegetable bin, the 
refrigerator is 23” wide, 20” deep 
and 44” high. Removal of the shelf 
which supports the uppermost cube 
tray, provides for ample frozen 
food storage. The refrigerator is 
also available without the radio. 
Write General Air Conditioning 
Corp., Dept. AL&BPM, 4542 E. 
Dunham S8t., Los Angeles 23, Calif. 


“Spirex" Sash Balance 
for Residential Windows 


Spirex, reported to be the only 
spiral balance on the market, is 
described as having these advan- 
tages: Can be installed while sash 
is in or out of frame. Can be ad- 
justed after balance is completely 
installed. Only 3-4 turns are re- 








quired to tension 
24” x 24” sash. Has positive lift. 
ing power-patented, flat steg 
spring. Will go in round or square 
groove—either %” x 5%” oy, 
%”” x 34”, Quiet operation. Write 
Caldwell Manufacturing Co., Dept. 
AL&BPM, 56 Industrial St, 
Rochester 4, N. Y. 


Two New General 
Electric lroners 


Two new General Electric iron- 
ers are a cabinet-type automatic 
rotary ironer, and a_ redesigned 
flatplate with a single heating ele- 
ment. The new rotary is housed 
in a compact white cabinet. A 
chromium-plated shoe provides 96 
square inches of ironing surface, A 
knee lever automatically controls 
starting and stopping of the roll 
and the positioning of the shoe for 
ironing. The new flatplate ironer 
has a single Calrod heating ele- 
ment which conducts heat evenly 
to all parts of the ironing shoe, and 
a single thermostat which main- 
tains a smooth range of tempera- 
ture. Write General Electric, Dept. 
AL&BPM, Bridgeport 1, Conn. 


Duotone Linoleum Tile 


A new linoleum tile product, in a 
patented design has just been re- 
leased to distributors by Bird & 
Son, Inc. Unusual features are the 
714” x 712” size, and the duotone 
effect. It is really a tile within a 
tile. The centers are die cut at the 
mill, and shipped as a complete tile. 
At the dealer’s place of business, 
the combination of any two or more 
marbleized patterns can be selected 
by the consumer. On the job, the 
centers of the contrasting tiles are 
interchanged producing a floor of 
considerable interest. The material 
can be sold either over the counter 
for consumer application, or as an 
applied job. Complete instructions 
for laying are available for either 
the homeowner or floor covering 
mechanic. Write Bird & Son, Inc., 
Dept. AL&BPM, East Walpole, 
Mass. 


Six New Models of "Thor" 
Portable Electric Saws 


A new line of Thor Silver Line 
portable electric saws, features ex- 
clusive long-shaft transverse motor 
mounting for extra power and long- 
er tool life. Six new models are 
available: 6”, 7”, 8”, 9”, 10” and 
12” sizes. Special features include 
die cast aluminum housings fully 
reinforced, steel inserts for bear- 
ings and threads; built-in saw 
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Compare Heller Features Before You Buy 
New Modern Styles—Better Built—Assembled & Finished— 
Larger Selections — Conventional Styles — New MULTI- 
LEVEL Styles. Lowest Prices. 
You are invited to visit our factory and see these beau- 
tiful fixtures in a model store setting. It makes selec- 


tion of fixtures interesting and easy. 


Free Store Planning Service 


Write today for huge catalog No. 40A. Send us a sketch of 
your store for free store plan. 


WwW. C. HELLER & CO 
1050 BRYANT ST. MONTPELIER, OHIO 


Designers and manufacturers of Hardware Store 
fixtures exchusively sinoe 1891 


z oer, 
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PROFITS 


in the 
ATTIC 
for you! 


Readily saleable _ 
wherever people 
have inaccessible 
attic space. Installed in homes, garages, sums 
mer cottages. Practical and inexpensive. Easy 
to sell — install — operate. 


Write — for maeratuee, 








MINNESOTA woop SPECIALTIES, lee 


el. FAUL 


BOX 216 PARK. MINNESOTA 
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THREE FAST-SELLING 
OVER-COUNTER ITEMS 


(SE PUPETITE Stik 


A quick positive pipe joint seal for: 
oil @ acid @ air @ gas ® gasoline, 
butane ®@ propane ®@ brine ® water @ steam ® hydraulic oils, 
etc. Easy to use. ASSURES TIGHT JOINTS. Withstands 
pressures up to 2100 Ibs. Contains no lead. 





PIPE JOINT 
COMPOUND 













m= PIPE MENDING 
1) CEMENT 





|| Plamber 
\ | MRAK-Stik 


Stops leaks instantly in split soil pipes, 
sand holes @ cracks @ gaskets @ metal vats and containers. 
No surface heating required. Quick-acting and easy to apply. 
A POSITIVE SEAL. An excellent caulking compound. 








SOLDERING 
FLUX 


( GORY 


A safe, fast, clean method of surface 
preparation for soldering. No filing, 
sandpapering or wire brushing. @ Eliminates acids and paste. 
Non-running—non-injurious. NO SURFACE CLEANING NEC- 
ESSARY! Ideal for all metals except aluminum. 


START GETTING STIK PROFITS TODAY! 
WELL ADVERTISED—WIDE MARKET 





Write at once for samples and literature. 


LAKE CHEMICAL CO. 





Dept. AL, 3052 Carroll St. 
Chicago 12. Illinois 











Birth % a Salesman 


Here’s What 
They Say - - - 


- - an inspirational sales 
eatin which should be 
' read by every salesman and 

executive in the country. 


“A timely warning to those 

not prepared to meet keen 
competition.”’ 

PAUL R. DAVIS, 

GEN. SLS. MGR. 

STUDEBAKER CORP. 


“An eye-opener for sales- 
men who have forgotten 
what it took in normal, 
competitive times.” 


has spent 35 years in select- 

ing, training and observing 

N. W. COLLINS, sales people and his keen, 

THE CELOTEX CORP. ; analytical handling of this 

“A case history that could story with a moral instills 

happen in any sales organ- ' . . 

ization.’ ‘ the desire for self-improve- 
ARTHUR A. HOOD, : ‘ ‘ 

ment. Reading time 20 min- 


! 
TOR | 
! 
' utes. 


| 
' Joe Donahue, the author, 


AMERICAN LUMBERMAN 


**Packs a Ict-of. punch that 
all of us need no matter 
- what -our business.’’ 


W. R. WALTON, 1 to 100 copies—30c each 
EDITOR 


SOUTH seun camaat Over 100 copies—25c each 


Shamo Publishing Co. 
Box 479, South Bend, Indiana 


Send me copies of ‘‘Birth of a Salesman.” 

Check is enclosed Bill me 

Be een ee Se ee ee 
NO 3 oss gto Nee ee Sass 

Se eae ee POR areas as 











blower—blows from the inside and 
keeps cutting line clear and motor 
free from dust; steel rip guide with 
adjustments for any thickness of 
material; giant switches; smooth 
operating automatic ball bearing 
blade-guard with rubber snubber; 
finger-tip control for depth and 
bevel cuts; complete ball bearing 
construction using exceptionally 
large bearings; and convenient 
handles. Write Independent Pneu- 
metic Tool Company, Dept. AL&- 
BPM, 175 N. State St., Aurora, IIl. 


Rubberized One Coat 
House Paint 


In addition to a complete line of 
full, rubber base coatings, The Wil- 
bur & Williams Company announces 
the addition of a rubberized one 
coat house paint. According to the 
manufacturer, the combination of 
the rubber base with specially pro- 
cessed oils, makes possible a strik- 
ing advance in the house paint field. 
This one coat house paint is said to 
be exceptionally high hiding—ex- 
cellent gloss retention, and durable, 
with appreciable ease of application 
characteristics. The prime purpose 
of this development was to obtain 
a technically suitable paint for one 








KEYLOCK 


SCREEN] LAST A 






The QUALITY 
LATCH for 
STORM & SCREEN DOORS 


Smartly styled in solid brass... 
action. . 


Touch closing 
. Reversible without disassembling .. . 
Forged brass lever han- 
dles...No knob screws 
to loosen or lose... 
Separate locking dead- 
bolt... Popularly priced. 


NATIONALLY ADVERTISED 


in Better Homes & Gardens 
ond Saturday Evening Post. 


ORDER FROM YOUR 
JOBBER OR WRITE TO— 


THE ENGINEERED PRODUCTS CO. 
Dept. AL FLINT 4, MICHIGAN 





SEE US AT THE 
National Builder’s 
Hardware Exposition 
Hotel Statler 
New York, N. Y. 
Oct. 4-5-6 Booth #57 





National Hardware 


Grand Central Palace 
New York, N. Y 
Oct. 12-15 Booth #239 
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coat refinishing, plus the advan- 
tages of rubber which has always 
been considered desirable in a house 
paint. Supplied in white, the new 
paint can easily be tinted with oil 
colors. Write The Wilbur & Wil- 
liams Company, Dept. AL&BPM, 
Boston 15, Mass. 


"Little-Cinerator," Easy 
to Stock Packaged Unit 


Little-Cinerator is an easy-to- 
stock packaged unit for builders to 
install as original equipment in 
homes and other buildings—and for 
home owners to assemble and in- 
stall themselves. Reportedly, this 


new basement incinerator can be 
installed for less than half the 
usual cost of this type of garbage 
disposal unit. The unit will reduce 
to ashes—by complete combustion 





—all ordinary waste, garbage and 
rubbish. The refuse acts as its 
own fuel—burns from top to bot- 
tom. Metal parts are heavy cast 
iron. The asbestos board outer 
jacket is permanent and weather- 
proof. There are no grates or 
other parts to replace. Write The 
Clear Mfg. Co., 4525 N. 124 St., 
Butler, Wis. 


Newly Designed 
Baseboard Heating Unit 


A new and improved type of 
baseboard heating unit, maintain- 
ing the same output of 600 BTU 
per hour per lineal foot with 170° 
forced water, features utility of 
design and simplified installation. 
A new type of deflector with front 
opening harmonizes with room in- 
teriors and eliminates the obvious 
appearance of baseboard heating. 
Covers and deflectors are fabri- 
cated in 6-inch increments to elimi- 











nate on-the-job cutting or sawing 
and to reduce installation time and 


cost. Write The Rittling Corp, 
Dept. AL&BPM, 1292 Niagara St, 
Buffalo 13, N. Y. 


Water Softener Available 
In Four Sizes 


The Softenall, a new water soft- 
ener and conditioner, is a two-tank 
unit which softens the hardest of 
water and at the same time removes 
iron, manganese, light sediment, 
etc. The ultra-high-capacity zeolite 
softening material furnished with 
this softener, is permanent, can 
be regenerated indefinitely, and will 
not need replacement for the life 
of the installation. Regeneration 
is accomplished by a single-lever 
master control : valve. Softenall 
units, made in four sizes are com- 
pactly built. Overall heights vary 
from 52 to 55 inches. Write Crane 
Co., Dept. AL&BPM, 836 S. Michi- 
gan Ave., Chicago 5, IIl. 
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Grade Stamped 


DOUGLAS FIR 


SPECIFIED DIMENSION 






OUR SPECIALTY 


We can ship straight cars of one length or any specified lengths 
you want. Boards and small timbers of course. Also precision 
trimmed Studs cut to exact length. 


Let us know your needed items. 


INR-NG 


MANUFACTURING CORP. 


TIGARD e (e} iteje) | 
Telephones — Portland Line CH. 3330 or Tigard 230) 











Not only does Zonolite 
vermiculite give you prod- 
ucts that are easy to sell to 
a large, diversified market 
—but the Zonolite sales- 
man actually calls on your 
trade. 

Zonolite salesmen get to 
the architect with your 
Zonolite story. How Zono- 


TOP-NOTCH SALESMAN 


Will Work for You at No Cost! 


lite Insulating Fill flows 
freely, gives high insula- 
tion and fire-protection 
value. All this is put across 
to the architect planning a 
structure in your territory. 

Zonolite salesmen show 
contractors and plasterers 
how easy the aggregates 
and Insulating Fill can be 


ving lite Plaster can reduce handled, how they save 
and o dead load, provide better work and time. 

orp., Every Yard Should Have an fire protection, insulate Day in, day out, the Zono- 
St., against heat and cold... Jite salesman is at work for 


how Zonolite concrete can 
be used profitably on roof 
decks, on-the-ground 
floors, with radi- 
ant heating, in 
cavity tile walls, 


_ American Car Door Roller 


Best and cheapest 
helper for loading and 
unloading lumber. 


you! 
Find out about Zonolite 
and the profits it can mean 


ay to you. Write us 
( AT = M 
S- 


= \'5 today for full in- 






Often pays for itself in one lumber shipment. Adjustable formation on the 






























fitting at corners and along win- 
dow and door frames, give added 
protection, by using individual 
zinc corner strips . . . Made of 
oxidized zinc . . . will not stain. 
Lengths suitable for any Asbestos 
Siding Shingle. For complete de- 
tails write 


BUGHER MANUFACTURING CO. 


; : E 

oft- to fit openings 5 to 6 ft. wide: doubl i _ s cull ste line. 

ee bus Se ce wide: double extension roller for etc... how Zono vee UL Atl Zonolite line 

t of ieee Se + se or an oy Beal 

bes ppliances best on the market. 0 0 0 

Oves 

ve iitecaiibumniionee THE ZONOLITE COMPANY 

olite f | AMERICAN LOGGING TOOL Co 135 South La Salle Street 

pe | Evart, Mich. Chicago 3, Illinois 

will 

life ° > 9° 

tion Gives Siding Jobs Improved 

ever Protection and Appearance 

nal 2 8 

a On every Asbestos ence job, CHOOSE FROM ee 

where appearance is essential, you 

rane can save valuable time, simplify STYLES IN 3 TYPES | 
| 


@ The Top-hinge or awning type pro- 
vides controlled all-weather ventila- 


re 


tion . . . with economy. 














® The Casement or side-hinge type pro- 


vides maximum ventilation with a i Al 
narrow architectural sight lines. | | | | 
@ The Louvre type provides picture i! | 
—— frame wision with ideal screened a , fe oq 
ventilation. = 
S. E LACKEY LUMBER CO. ; 
Forest, Miss. 


SPECIALIZING IN 


Quick Shipments of straight and Mixed Cars of 
both 


KILN-DRIED AND AIR-DRIED 
YELLOW PINE BOARDS 
DIMENSION AND SHED STOCK 


Also 
Southern Hardwoods 
* rough your Wholesaler or Commission Man 





211 South Main Street, Kokomo, Ind. 











Trim-Set metal windows installed 
cost no more than wood. 

















Tana 


Costs only 30c 
to install 





THE SUPERIOR METAL WINDOW 





Mast Bu 


2801 Market St., Seattle 7, Washington SUnset 2000 
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Triple-Arm Towel Rack 
Columbus Plastic Products, Inc., 
has a triple-arm towel rack that 
is decorative in the kitchen or 
bath. Model L-25 is all plastic, 
will not rust or tarnish. The 12- 
inch arms are rigidly mounted on 





Write Colum- 
Inc., Dept. 
Ohio, for 


a concealed plate. 
bus Plastic Products, 
AL&BPM, Columbus, 
descriptive folder. 


“Colorizer" Makes 
Available 1,322 Colors 

Colorizer makes available 1,322 
colors in all finishes for interior 
and exterior use. It also greatly 
reduces the dealer’s paint inven- 
tory. The Colorizer system utilizes 
one of two base paints and a series 
of pre-measured, controlled 


strength, fluid colorants with which 
to color the appropriate base. Ac- 
tual mixing is done by the paint 
customer just before the paint is 
used. The two base paints come in 
all standard sizes; the pre-meas- 
ured tubes of fluid colorants come 
in 16 colors in 8 different size 
tubes. Write Kohler-McLister Paint 
Co., Denver; W. H. Sweney and 
Co., St. Paul; The Warren Paint 
and Color Co., Nashville; Bennett’s, 
Salt Lake City; Walter N. Boysen 
Paint Co., Oakland; Brooklyn 
Varnish Manufacturing Co., 
Breoklyn; James Bute Co., Hous- 
ton; the Jewel Paint and Varnish 


Co., Chicago; and the Imperial 
Varnish and Color Co., Limited, 
Toronto. 


“Kool-N-Heetaire", a Two-Speed 
Portable Fan and Heater 


The Kool-N-Heetaire is a_ two- 
speed, portable combination fan and 
heater manufactured in 1320 and 
1650 watt models. It is finished in 
electrically-baked spatter enamel 
with a high gloss surface, has an 8” 
high speed four-bladed aluminum 
fan and a resistance coil wire ele- 
ment. The two-speed blower prin- 
ciple allows the unit to circulate a 
moderate volume of air when used 





for heating, yet greatly increases 
the volume when used as a fan 
alone. Write Markel Electric Prod- 
ucts, Ine., and La Salle Lighting 
Products, Inc., Dept. AL&BPM, 
Buffalo 3, N. Y. 


Ruberoid Introduces 
Soft-Shaded Siding Colors 
Ruberoid’s new asbestos-cement 
siding colors—pastel green, pastel 
ivory and steel gray—have had an 
enthusiastic reception by dealers 
who report an increasing demand 
for colored siding material. The 
new 12” x 24” siding will be tex- 
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Phone: Cypress 1938 


Wholesale 


Also 











' 


McCulloch Lumber Co. 


P. O. Box 771, Atlanta, Ga. 


APPALACHIAN, CANADIAN AND 
SOUTHERN HARDWOODS 


SOUTHERN YELLOW PINE 


Send us your inquiries and orders. 








1,200 Bushels 
Capacity 


Healy Building 


16 feet in 


diameter 
+ 


Center 
| Ventilated 








P. O. Box 1396 A, Jo 











r 


SCREWTITE NAILS SEAL 
ROOFS ON TIGHT 


To be sure of aluminum roofs staying 
fit and snug — specify SCREWTITE 
ALUMINUM NAILS because of 


¢ Screw Shank 
* Neoprene Washer 


¢ All Aluminum Tv 
Composition 4g 
N 
Manufactured by ¥ 


INDEPENDENT NAIL & PACKING CO. 





CUPPLES COMPANY st. Louis 2 Jo 
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* 


PREFABRICATED CORN CRIB 


Stave construc- 
tion reinforced 
with 
ported asphalt- 
treatedroof 
cover. Ventilator. 
Sensational value. 
Good profit. 


ILLINVIS WIRE & MFG. CO. 





Denning Improved Crib 
AVAILABLE NOW! 













steel. Sup- 





Write 











liet, Il. 











Neoprene Washers a 
Good Insurance 


Write for samples of : 
this unusually fine nail. acun:s.... ee 


Examine the washer { HE. WEBSTER 


and see for yourself. 




















, ing. General wholesal- ~~| 4 
=" ers of all lumber items. =~ 
x ax 


oi ty 


Contact us on your 
needs. a 


“Soa. 


—-" 





a wwte~ 2. 


LUMBER CO., '2!5,%..*;,,t°r9,8!2 
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Lumber for Sale 


Unusual Offering — NORTHERN BIRCH 


5 Cars 8/4 +1 Com. and Better App. 68,000 Ft. 
1 Car 10/4 +1 Com. and Better App. 21,500 Ft. 


Over 50% F and S and Selects 


On Sticks in Montreal since November 1948 


Send your Bid to: 
R. R. REES 


PACKARD MOTOR CAR CO. 
BOX 117 DETROIT 32, MICH. 














AE ne 


“ SSD, < 


4, 


a 


‘COMBINATION DOORS 
Protection Products Mfq. Co. 


Research Laboratory and Plant KALAMAZOO, MICH. 











Winston-Salem 8115 





We're a young and vigorous organization that believes 
in service and customer satisfaction. 


Find out today how easy it is to get satisfaction on 
your lumber needs from BAGNAL. 


Southern Pine, Cypress, Southern Hardwoods, 
Ponderosa Pine, Sitka Spruce, Douglas Fir. 


Flooring Plywood Panels Furniture Dimension 
Ceiling in Douglas Fir, Box Shook, Crating, 
Siding Oak, Gum, Cleats, Battens, 

Dimension Mahogany, Maple, Industrial Cut Stock 


Birch, Magnolia 


Interior Trim 





L. N. BAGNAL 


P. O. Box 2896 
WINSTON-SALEM, N. C. 








tie 








D. M. McCuintock LumBer Co. 


Terminal Sales Building, PORTLAND 5, ORE. 
Telephone: Atwater 9355 


Douglas Fir, Red Cedar, Sitka Spruce 
and Hemlock Lumber — Shingles 


Mill Agents for 


Engle & Worth Lumber Co., McMinnville, Oregon 
Timber, Inc., Harrisburg, Oregon 
Luckiamute Lumber Co., Pedee, Oregon 
Keystone Lumber Co., Myrtle Creek, Oregon 
Judd Creek Lumber Co., Riddle, Oregon 
Canyon Creek Lumber Co., Canyonville, Oregon 
Silver Peak Lumber Co., Riddle, Oregon 





< 
¥ 








for NEWMAN finer bronze, 
stainless 


aluminum and 
steel 


DOORS RAILINGS 

GRILLES SIGNS 

ato PLATES TABLETS 
TTERS THRESHOLDS 


PUSH BARS 











‘NEWMAN BROTHERS, inc. 











Dept. A-L, Cincinnati 3, Ohio 
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DAVIS BROS. offer 
Fine Lumber .. Fine Service 


Try an order of Davis Bros. fine 


SOUTHERN PINE 


@ Bevel Siding 
@ Flooring @ Drop Siding 
@ Shiplap & CM @ Boards 

@ Interior Trim and Mouldings 


@ Dimension 





We can mix your car or truckload with your 
choice of: 


SOUTHERN HARDWOODS 


@ Elm @ Red and Sap Gum 
@ Ash @ Red and White Oak 
@ Beech @ Hickory 


Specify Davis Bros. on your next order. 


LUMBER GRADE-MARKED IF REQUESTED 





BA) Serving Quality Buyers for More Than 60 Years 


ANSLEY - LOUISIANA 


: WD Brothers Lunber Co. 
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tured in either Colonial (wave line) 
or Weatherboard (straight edge) 
design. According to the manufac- 
turer, stainless steel face nails will 
continue to be supplied with all 
asbestos-cement sidings, at no extra 
cost. Ruberoid has also announced 
production of a new type of Sno- 
White Smooth siding, and an im- 
proved Granistone. The new Sno- 
White features an exceptionally 
smooth surface and a brilliant 
white. The improved Granistone 
has a greater concentration of color 
granules on the surface and will 
be made in both textured and 
smooth Colonial and Weatherboard 
design. Write the Ruberoid Co., 
Dept. AL&BPM, 500 Fifth Ave., 
New York 18, N. Y. 


"Kitchen Maid" Cabinets, 
Sinks, Kitchen Accessories 


Including such features as mod- 
ern Flo-Line styling, aluminum 
drawers, resinite doors, and per- 
manent shelves, the Kitchen Maid 
line of cabinets, sinks, and kitchen 
accessories invites dealers to in- 
vestigate the sales possibilities it 
offers. The line is backed by na- 
tional consumer advertising, cata- 


logs, mats, signs and displays, and 
direct mail literature. For details, 
write The Kitchen Maid Corp., 
Dept. AL&BPM, 699 Snowden St., 
Andrews, Ind. 


New Line of Vitreous China 
Lavatories 


The Briggs Manufacturing Com- 
pany announces a new line of 
vitreous china lavatories in five dif- 
ferent sizes. Three of the new units 
are furnished with modern shelf 
having a beaded edge designed for 
non-soiling and the other two with 
convenient ledge on which the sup- 


ply fitting is mounted. Each lava. 
tory boasts a dual front overfiow 
which has the added advantage of 
a smooth under bowl] front—ihere 
is no bulge. Of importance in in- 
stallation is the extra room pro- 
vided. in the back for connecting 
the hot and cold water supply. To 
provide harmony with the Briggs 
Beautyware bathtub, there is a 
complimentary styling to create 
matched units. Write Briggs Manv- 
facturing Company, Dept. ALé&- 
BPM, Detroit 11, Mich. 











already have representation. 
available. 





Geautifal RUBBER TILE 
at LOWEST PRICES! 


Distributorships available where we do not 


Wire, write, phone (No. 1825) 


AMERICAN RUBBER CO. 


HUNTSVILLE, ALABAMA 














ALLIED BUILDING CREDITS, INC. 
3109 WILSHIRE BLVD., LOS ANGELES, CALIF. 


YOU SHOULD LEARN HOW 


ALLIED enon CREDITS, INC. CAN HELP YOU TO.. 
A...make more money 

Ists and 2nds B... give greater service to your customers 

C...increase your sales 


YZ for information and a copy o 


“THE ABC’s of MAKING Money” 


INSTALMENT FINAMING 


a 
SETTER creoit Pe 





BURNER with 
CONE GRATE 





SAW REPAIRS 
We Do All Kinds of Circular Saw Repairing 


*Burns 25%, More 


*With 75% less smoke and 
cinders. Fool proof 


We Also Bulid 


BOILERS—5 TO 1200 H.P. 
TANKS and STACKS 


STRUCTURAL STEEL 
FABRICATORS 


MFRS. FLANGED & DISHED HEADS 


We Stock 
Straight & Bent Boller Tubes 


SEATTLE BOILER WORKS 


Now in Our New Larger Modern Plant at 5237 E. Marginal Way 
SEATTLE, WASH. 











Our specialty is cutting down worn out Inserted Tooth Saws 
and making them like new and only a little smaller. We also 
change Solid Tooth Saws to Inserted Tooth. 


We use only Simonds Bits and Shanks in our Repair Work be- 
cause we know Simonds Bits and Shanks make any saw a 
BETTER saw. 


Distance is no Barrier. We have customers in almost every 
state, because, after 50 years’ experience we know how. 


J. H. MINER SAW MFG. CO., Meridian, Miss. 


THE ORIGINAL MINER SERVICE 
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Lite-A-Lok IIluminates Keyhole 


The streamlined Lite- 
A-Lok illuminates a key- 
hole when installed above 
or below any type lock 
on car or house. 
Equipped with standard 
bulb and battery this de- 
vice is 334 by 1% inches 
in size. Comes in anno- 
dized aluminum or hard- 
ware brass. Write Home 
Products Company, Dep? 
AL&BPM, 114 N. Wints 
St, Adrian, Mich. 





Inland Announces Two 
Gas Utility Space Heaters 


With the introduction of two, 
low-cost A.G.A. approved utility 
heaters, Inland Steel Container 
Company has again expanded its al- 
ready popular line of Comforteer 
unvented gas space heaters. These 
heaters, like their large companion 
models, are of steel construction 
and have a sturdy, single piece, 
cast-iron burner with raised ports. 
Designed to provide quick, safe 
heat, they can be used with any 
type of gas. The proper orifice in- 
serted in the brass valve automat- 
ically maintains the proper flow of 
fuel—eliminates the need for spe- 
cial adjustments. Both of the new 
Comforteers are direct-type, un- 
vented circulators, of a size which 





é Outside 
dimensions of the two models are 


| the same, 7 inches deep by 11 inches 


Wide by 1834 inches high, but 
Model No. 112 has a larger burner 


| and a white, procelain enamel out- 
' Side finish. The cabinet of Model 
' No. 108 is finished in white “Hi- 


Bake” enamel. Write Inland Steel 


| Con‘ainer Company, 325 N. Cortez 
St., New Orleans 19, La. 
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ADVERTISING 
PAYABLE IN ADVANCE 


American Lumberman & Building Products 
Merchandiser is published every other Satur- 
~~ It publishes the largest strictly classi- 
fied advertising section in its field. 

All ads for classified section must be in Pub- 
lisher’s office 10 days preceding date of pub- 
lication. Advertisements are set in uniform 
6 point style. No cuts or special borders 
allowed. lease indicate classification de- 
sired. Publisher reserves right to classify, 
edit or reject any classified advertisement. 
No agency commission or cash discount 


allowed. 
Terms — Cash With Order 
Minimum Charge $2.00 
Rates: 
1 Time —10c per word for each insertion. 
Minimum charge of 50c per line. 
3 Times — 9c per word for each insertion. 
Minimum charge of 45c per line. 
6 Times — 8c per word for each insertion. 
Minimum charge of 40c per line. 
26 Times —7c per word for each insertion. 
Minimum charge of 35c per line. 
For advertisements bearing box number count 
five extra words. There are approximatel 
5 words to @ line and when less are specifie 
er used, regular line rate is charged. 
When answering box numbers or mailing 
copy for ads address them to: 


AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 
139 N. Clark St., Chicago 2, Ill. 








HELP WANTED 


HELP WANTED 


Long established Southern firm offers excep- 
tional opportunity for practical man qualified 
to supervise manufacture, layout and installa- 
tion of store fixtures. State age. salary, refer- 
ences. P. O. Box 169, Mobile, Alabama. 











WANTED: Commission Salesman for Jalousie 

Doors. To set up distributors with lumber 

and building supply dealers. Excellent oppor- 

tunity. name territory desired. Full protection. 

7 Company, 1396 N.W. 36 Street. Miami, 
orida. 





Permanent and exceptional opportunity open 
for thoroughly experienced special millwork 
estimator or detail biller. Splendid working 
and living conditions. Give age, experience. 
P. O. Box 169, Mobile, Alabama. 





DETAILER, BILLER AND ASSISTANT SUPER- 
INTENDENT. Louisiana millwork manufac- 
turer needs experienced detailer and biller— 
prefer man with Cost Book “A” training—also 
a man to assist superintendent. Good pay 
and permanent employment—excellent work- 
ing conditions—give complete information re- 
garding oo salary and availability when 
yontrts, SOUTHERN MILLWORK & SUPPLY 
Co., INC., LAFAYETTE, LOUISIANA. 





WANTED SALESMAN: Pittsburgh and 


Western Pennsylvania territory. Prefer 

man living in Pittsburgh to sell our 

line of high-grade millwork as adver- 

tised in this magazine under “‘Lumber 

& Dimension For Sale.’’ Make applica- 

tion by letter. 

BUCHANAN LUMBER COMPANY 

549 North Centre Street 
Cumberland, Maryland 





Immediate openings for two experi- 
enced millwork detailers and billers 
for special millwork plant. Must be 
experienced in this work to be con- 
sidered. Permanent job for men who 
can do this work, are sober, healthy, 
willing to work, and cooperative. Lib- 
eral employee benefits and good work- 
ing conditions. 65-year old company. 
locally owned and managed. rite 
brief outline of experience and salary 
expected to Mr. Donald Lewis, Camp- 

‘ bell Coal Company, P. O. Box 1498, 
Atlanta 1, Ga. 








Large Chicago lumber 
politan Chicago area desires lumber sales- 
man to call on industrial trade. Write letter 
giving age, experience, references and start- 
ing salary desired. Our employees know ot 
this ad. Address Box R-28, American Lum- 
berman, Inc. : 


ard covering metro- 





Experienced man wanted for employment in 
well established central Illinois millwork plant 
dealing in both stock and custom millwork. 
Must be experienced detailer and capable of 
listing millwork quantities from plans and 
specifications. Steady employment, good work- 
ing conditions and opportunity for advance- 
ment. Give experience, salary and age. 
Address Box R-49, American Lumberman, Inc. 





Experienced Wholesale Lumberman 
to take charge of wholesale sales of Yellow 
Pine and est Coast Lumber. Permanent 
position. Salary and profit sharing arrange- 
ment. a Box R-50, American Lumber- 
man, Inc. 





WANTED: COMMISSION SALESMEN 
with following among lumber yards or furni- 
ture manufacturers to sell molding, dimension 
stock, etc. Liberal commission. Reliable es- 
tablished firm. Write today for complete de- 
tails. Box P-50, American Lumberman, Inc. 





Wanted: Experienced office manager between 
the oe of 25 and 40 interested in investing 
$10, or more in the purchase of a success- 
ful Northern Minnesota yard available thru 
retirement of owners. Address Box R-S6, 
American Lumberman, Inc. 





Needed at once—One first class yard fore- 
man—must be thoroughly acquainted with 
Northern Hardwoods. Hemlock and White 
Pine—must know how to handle men and 
keep costs down—steady employment. Ad- 
dress Box R-57, American L erman, Inc, 


LUMBER YARD SUPERINTENDENT 


Experienced lumber yard manager for super- 
vision of yard, labor and lumber storage. 
Only men with Highest Qualifications and 
top record will be considered. This is a per- 
manent position with an excellent future. All 
replies held confidential. Address Box R-52, 
American Lumberman, Inc. 





AGENTS WANTED to sell nationally adver- 
tised combination metal weatherstrip and 
sash balance unit to millwork manufacturers, 
sash and door jobbers, prefabricators and 
weatherstrip contractors. Territories open for 
New England, New York State, Metropolitan 
New York, Pennsylvania and. Ohio. Liberal 
een Box R-53, American Lumberman, 
nc. 





Experienced millwork estimator and salesman 
capable of making shop drawings. Location 
— progressive city in the mid-south. Must 
be live and energetic. Good opportunity. State 
age, experience, references, and expected 
salary to start. Address Box R-55, American 
Lumberman, Inc. 





Wanted—Highest caliber department head for 
railroad lumber sales department of large 
southern —- whose railroad business is 
now in excess of $2,000,000 per year. Prefer 
individual presently doing business with rail- 
roads and thoroughly experienced with all 
items of southern lumber purchased by rail- 
roads. Excellent opportunity for right man. 
Please address all replies to Arthur A. Hood, 
Editor, American L' erman, 139 North Clark 
Street, Chicago 2, Illinois. 





Wanted: An experienced sash and door sales- 
man for Illinois territory. Carr Johnston 
Co., Peorig 2, Illinois. 
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HELP WANTED 





Large retail lumber yard Metropolitan Chi- 
cago area needs services of man between 
ages 25 and 30 with experience taking or- 
ders, figuring invoices, estimates and han- 
dling contractors. State age, experience, start- 
ing salary expected and references. Our em 
ployees know of this ad. Address Box R-27, 
American Lumberman. Inc. 





Wanted several commission lumber salesmen 
to sell yellow pine, hardwood, cypress, and 
west coast lumber, on a split profit basis. 
Exclusive territory, full protection on repeat 
business. We can render you a much better 
service than any one mill as we are asso- 
ciated with many mills, and if you are in- 
terested please write: E. J. Gaiennie Lumber, 
Box 1774, Shreveport, Louisiana. 


SALES REPRESENTATIVES WANTED 
To sell a quality insect wire screening to re- 
tail hardware and lumber dealers on a com- 
mission basis. We have a number of choice 
territories available in most all midwestern 
states on exclusive basis. State detailed 
qualifications, including age, background, 
present lines and territory now covering. Ad- 
dress Box R-45, American Lumberman, Inc. 








BUILDERS HARDWARE SALESMEN 


Salesmen now intensively covering the 
hardware and building material trade 
can take on a highly lucrative addi- 
tional line if background and experi- 
ence are satisfactory. 


This company’s newly designed line of 
tubular locks, bit key locks, mortise 
cylinder locks and miscellaneous shelf 
hardware has many outstanding fea- 
tures described and illustrated in color 
in a striking catalog just off the press. 
If you are now covering the above 
trade, write giving full details in first 
letter regarding age. experience, terri- 
tory covered and other lines carried. 
Box No. R-47, American Lumberman, Inc. 








SITUATIONS WANTED 








Experienced millwork executive desires posi- 
tion as_manager of Mfg. or jobbing business. 
Write F-34, American Lumberman, Inc. 





_ Position Wanted as Bookkeeper 
Experienced general office, taxes and adjust- 
ing. Pleasant personality, 22, excellent health. 
unquestionable character. Good on detail. 
Give orders, take ‘em. Your interests my 
interests. Address Box P-57, American Lum- 
berman, Inc. 





Mill Superintendent with 30 years’ experience 
with Hardwood and Softwood, Sawmill, Plan- 
ing Mill, Flooring and Dry Kilns, desires posi- 
tion with concerns who are looking for results. 
Address Box P-48, American Lumberman, Inc. 





I am 47 years old: own half interest in Lum- 
ber Yard, not satisfied. Would accept position 
as manager or assistant manager oil field or 
farm trade. 30 years’ experience. Want to 
locate in Texas. Address Box P-53, American 
Lumberman, Inc. 


MILLWORK SUPERINTENDENT 
Detailer-Biller. Years of experience. manu- 
facturing fine detailed and stock millwork. 
Good expediter. Address Box N-53, American 
Lumberman, Inc. 


SALES POSITION WANTED 
Can represent mill, regular and dimension 
stock A. D. and K. D. in New York and New 
Jersey on nominal drawing account plus 
commission basis. Address Box R-54, American 
Lumberman, Inc. 
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scription and price. 


SITUATIONS WANTED 








Experienced lumberman available as manager 
for independent owner or manager or super- 
visor for a lineyard company. Excellent record, 
references. Address Box R-51, American Lum- 
berman, Inc. 


Desire place with mill as Sales Manager or 
Assistant of Retail Yard. Twenty years’ ex- 
perience, now employed, desire change. Best 
references. Address Box R-58, American 
Lumberman, Inc. 


USED MACHINERY WANTED 





Drum Sander. Endless Bed B.D. or direct 
connected. Single Phase. GEO. A. FENELEY, 
ENGADINE. MICHIGAN. 


Wanted: Straight line rip saw cnd six drum 
sander. Milwaukee Sales & Mfg. Co., 1718 
No. Ist Street, Milwaukee 12, Wis. 
WANTED TO BUY — 
MISCELLANEOUS 
Ay gh t 
W. H. DYER CO.. INC 
Rai j 


RAILS: ANY SIZF F ANTITY 
Particulerly 20 ib 25 | t 5 lb. & 40 Ib 
ecure our price belo selling 
MIDWEST STEEL CORP 


Charieston. W Va 


WANTED—WOOD WASTE 


Slab. Wood, Kindling. Cord Woed,. Shevings, 
green or dry. Fran: Miller & Sons, 2250 Wesf 


58th Street. Chicago 36, II! nois. 


MILLING IN TRANS?” 
- ec ng. resawing and «iin driving w 
Trans 


Grayson Lumber Co., Inc. Birmingham. Ala. 





LUMBER & DIMENSION 
WANTED 


Wanted to purchase Northern White Oak 
Veneer logs 24° and up diameter, also Wal- 
nut Veneer logs and stumps. Send full de- 
Address Box R-32, Amer- 


ican Lumberman, Inc 


WANTED 
Appalachian Hardwoods, send lists. 
Penna. Lumber & Post Co., Inc. 
Hyndman, Penna. 


Want connection with Manufacturer of Can- 
adian Spruce suitable for Glass Boxes. 
McDUFF BAKER. Post Office Box No. 770. 
Clarksburg, W. Va. 


Wanted: Hard Maple, White Oak and Walnut 
Veneer Logs. Write for prices: E. L. Norton, 
Saline, Michigan. 








BUSINESS OPPORTUNITIES 








Wanted several commission lumber salesmen 
to sell yellow pine, hardwood, cypress, and 
west coast lumber, on a split profit basis. 
Exclusive territory. full protection on repeat 
business. We can render you a much better 
service than any one mill as we are asso- 
ciated with many mills, and if you are in- 
terested please write: E. J. Gaiennie Lumber, 
Box 1774, Shreveport, Louisiana. 


LUMBER YARD & MILLWORK 
Personal circumstances compel immediate 
sale of 12 yr. established yard, including 2 
large blidgs., 12,500 ft. capacity dry kiln, 
planer-moulder, rip saw, re-saw, radial saws, 
1945 International truck, etc. Price $21,000. 
Only $8,500 cash. Bal. 10 year mortgage. Re- 
duced inventory at lowest cost. Exceptional 
GLICK & 


oer": for experienced person. 
ROSTAN, Cl 


ayton, N. J. 












September ro, 





BUSINESSES FOR SALE 





FOR SALE 
Old established Retail Lumber & Fuel Yard. 
Located in rich ranching community in West. 
ern Nevada. 1948 net over $10,000. Reason 
for selling, other business interest. Write 
Box N-60, American Lumberman, Inc. 


Old established complete woodworking piant 
with two advertised production lines, now of- 
fered at bargain price with or without real 
estate. 25,000 square feet floor space in ex- 
cellent location with low labor rates, cnly 
millwork plant in thriving Ohio city of 60.000, 
Fixtures and cabin work alone will carry, 
Other business interests make immediate an 
imperative. Address Owners at Box P-60, 
American Lumberman, Inc. 






FOR SALE 

Lumber and B ig tterial business in fast 
growing - n Indiana town, between 
three and fc thousand, large building sixty- 
{ by on ed ninety-two feet. Plenty 
of o >g i. Address Box R-21, Ameri- 
can Lumberman, inc. 

Rochester. New York. we!! estab. 





lumber business including reali estate, 
machinery, trucks and inventory. Address 
Box N-42, American Lumberman, Inc. 








Wisconsin flooring plant with Yates A-7 
machine. Modern Moore dry kilns. Abundant 
Oak and Maple within trucking distance. 
Priced right and reasonable terms. Would 
consider selling part ownership. Write Box 
L-31, American Lumberman, Inc. 


FOR E R LEASE 
etail Lumber Yard and Contract Roofing 
usiness. Located in Southern Illinois. Ad- 
dress Box P-59, American Lumberman, Inc. 





FOR SALE 
RE-ORGANIZATION 
A Money Maker 
South Westeee Michigan 


Consisting of Lumber, Millwork, and 
Building Material business, including a 
complete Hardware Store, handling 
General Hardware, Paints, Tools, Elec- 
tric Appliances, Plumbing, Heating and 
Appliances. 


Present partners have agreed to dis- 
solve partnership as of November 30, 
1949. Active partner is interested in 
securing additional capital to buy out 
silent partners. 


Satisfactory partnership or Corporation 
can be organized. 


Action necessary at once. 


Address Box R-26, American Lumber- 
man, Inc. 








Lumber Yard. Good set-up, side track, ample 
sheds, small mill, good location, Eastern part 
Southern Michigan. Rich territory, good rea- 
son for selling, attractive deal. Reply Box 
R-29, American Lumberman, Inc. 





FOR SALE 


Well established lumber yard including Paint 
Store. Hardware—Home on premises. Will 
sell Real Estate $50,000—Terms can be ar- 
ranged. Above does not include inventory 
er accounts receivable. Address Box R-34, 
American Lumberman, Inc. 








Lumber, Coal, Supply Yard. Suburb large 
city. On Railroad. Established 40 years. 
Land, trucks, buildings priced right. Address 
Box R-59, American Lumberman, Inc. 
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